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TOO LATE—and NOT TOO LATE. 

* Correspondence with publishers on the subject of circulation ratings for the 
America town per Directory for 189% came absolutely to an end on the first 
day of March. ports of circulation, from States beginning with an initial let- 
ter near the middle or end of the alphabet, as Ohio, Wisconsin, etc., if conveying 
the requisite information, duly signed and dated, did continue to have some 
chance of receiving attention up to April 4th, or even later; but if they lacked 
signature, date or any other essential, the editor of the Directory simply filed the 
communication. Publishers of = concerning which something of special 
interest to an advertiser may be said continue to receive communications from 
the Directory office concerning advertisements for the Directory, and this will 
happen even as late as May Ist, but these can have no influence on the circula- 
tion rating which had already been accorded. ar , 

The publisher who wishes to announce in the Directory that his circulation is 
umping up, or auy other statement whatever, may still have the privilege of tell- 
oo his own story in his own words, in a 60-word paragraph in pearl type, to have 
a position directly following the description of his paper in the catalogue portion 
of the book. The cost of such an announcement is $10, which includes a copy of 
the book delivered carriage paid. More than 60 words cost 10 cents a word extra. 
Such an announcement will be preceded by the word Advertisement. 


THE REASON. 


he Directory as follows: 
One publisher writes to the Editor of the y ecopenen it, Y.. March tf, a0 
We are in receipt of a card saying that a communication sent you so as to reach its 
destination on the 16th was late to receive attention. We are printers ourselves and cannot 
und id how it can possibly be too late to consider a correction on March 16th in a work, the 
first forms of which do not go to the press until the 4tn day of April. 
We inclose a brief which we would like printed directly following description of 
r, and hand you herewith check for $10 in payment for the insertion and copy of Direct- 
‘ou are no doubt aware that it is a misdemeanor in the State of New York for & publisher to 
seers palaiod Uy cn duriay the puss trelve months was 12.00. larch 95 1006, and the innpent same. 
a an Ae 1895, 24,800. e small sine mber 3ist last was 
14,900, on January 10th ; the smallest edition pri 
the — during that month was on the » 19,350. ; 
order t you may make an intelligent correction in the rating accorded this 
(Mou will use the propristy of being just toward thie paper, an tnat io assuredly all we sae 
v + . 
ee eer Gare MION AND ADVERTISER CO. 
W. F. Baka, Treasurer. 
he trouble about making corrections in the descriptions after they have once 
approved by the editor of the Directory, arises from the fact that, although 
orms may not go to press for several days or even weeks, yet the printed 
vofs, as they stand, have been handed over to other workers who compile from 
them the other various tables and classifications. Changing a circulation rating 
in one pisce may necessitate changing it in half a dozen others, and | his involves 
so much liability to error that it is not found advisable in practice to attempt or 
permit any change in the catalogue after it has received the final approval of the 
editor of the Directory. 
It so happens that when the report copied above came in from the Rochester, 
N. Y., UNION AND ADVERTISER on the 19th of March, the catalogue proofs for that 
part of New York State in which Rochester belonged had not actually passed the 
proofreader’s hand; the true circulation, smailest edition within the year, 13,100 
copies, will, therefore, be found in the Directory when it appears, as well as the 
= paragraph wherein the UNion AND ADVERTISER takes occasion to make 
nown that. 
Advertisement.—The actual average circulation of the UNION AND ADVERTISER for February, 
1896, was 16,667 and is steadily inc . No two-cent evening paper in the State outside of New 
York and Brooklyn approaches above res. The UNION AND ADVERTISER is a daily seventy years 
old. Advertise in papers that show a constant growth. 
_ Inthe case of a yy that has already sent.an order for matter to appear 
in a pearl paragraph (like the above), that entitles the publisher to a copy of the 
Directory ; the cost of inserting the additional paragraph will be only ten cents 
for each word (actual count) of the additional matter sent. 
All communications should be addressed to 


THE AMERICAN NEWSPAPER DIRECTORY, 10 Spruce St., New York. 
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Resides and does business in the city ? 
Yes—but born and brought up in the country. 
The local paper of his native town still holds his affection. 
The interests of the home of his youth are always his 
interests. 
The people, although miles away, are still his neighbors 
and his friends. 
He keeps informed as to what is going on in his former 
home through the columns of the local weekly. 
You can’t shut out the local country paper. 
It penetrates even the large cities. 
Country-born-and-bred people everywhere will read it— 
and more thoroughly too than any other publication. 
1,580 Local Weeklies. 
61% of them the only papers in their towns. 


One order, one electrotype does the business. 
Catalogue for the asking. 


ATLANTIC COAST LISTS, 134 Leonard St., New York. 
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FIGURE SIGNS. 
By Henry Granville. 


In variety and suggestiveness the 
figure signs add a picturesqueness to 
the streets of city and town that the 
more numerous painted signboards do 
not possess. This plastic side of 
street advertising is exemplified by 
the tangible representation of certain 
objects and figures bearing more or 
less relation to the business of the 
merchant who sets them up in front of 
his shop or over his door. The most 
frequent and most conspicuous ex- 
ample of this sort of advertising is 
seen, of course, in the [Indian and 
other figures that stand in front of 
cigar stores, but other tradesmen press 
the tobacconists very close. 

The mortar and pestle of the drug- 
gist, the gilt boots and hats of the 
shoemaker and hatter, the dummy 
clocks and real ones in front of jew- 
elry stores, and the giant eyeglasses 
of the opticians, are as familiar to our 
eye, and as readily indicative and sug- 
gestive of the various trades they repre- 
sent, as are the three gilt balls of the 
pawnbroker shops and the quite his- 
toric barber pole. 

Similarly dealers in sporting goods 
indicate their calling by mammoth 
guns (to which one dealer adds a huge 
cartridge), and locksmiths hang out 
keys and saws Huge cigars, pens, 
pipes, and horseshoes, pendant over 
doors, also leave no doubt as to what 
can be had inside. Many of these 
carved figures are gilt. Some chirop- 
odists place big sawed-off white feet 
before their doors just as a large 
gloved hand shows us where to get 
gloves. 

The conventional mortar of the 
druggist is occasionally varied by the 
addition of an le or even of a 
Cupid-like imp, and some places add 
to the usual opticians’ spectacles an 
enormous pair of opera glasses. Huge 
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gilt molars are still found pendant be- 
fore dentists’ offices, and more than 
one wine-dealer sets up a finger-post 
for thirsty humanity in the shape of 
an immense demijohn. A large pair 
of scissors indicates the business of 
some cutlery shops, a wooden red- 
striped stocking emphasizes the let- 
tered sign in front of a German knit- 
ting establishment, while a sausage- 
maker luresin the Teuton gourmand 
by a fine gilt wurst; a gilt wheel steers 
you into the store of a firm dealing in 
yachting uniforms and furnishings. A 
palette is not an unfamiliar sign over 
artist-materials stores, while the little 
pyramid of painted barrels is quite ex- 
tensively used by dealers in painters’ 
materials. Some photographers set up 
a dummy camera as a sign; one music 
dealer blows his own large trumpet to 
attract bandmasters, and a manufact- 
urer of musical instruments has long 
used a huge and weatherbeaten French 
horn, while another hangs up a gold 
‘**Strad,” to be sure you do not mis- 
take your man. A gilt faucet is used 
by a firm that deals in plumbers’ sup- 
plies, and a gold-beater has hung out 
a large gilt arm, grasping a hammer. 
The large lantern that hangs out 
over the street leaves no doubt as to 
what is manufactured in that building, 
and many probably remember the huge 
teapots that decorate the establish- 
ments of dealers in hardware. A 
large illuminated T, by the way, has 
been quite extensively used by some 
of the tea companies, and a similarly 
illuminated keg may be seen over the 
door ofa few beer saloons in this city. 
One saloon has a swinging sign, into 
an open space of which is set the 
carved representation of a foaming 
glass of beer. An enormous bamboo 
cane, which stretches up along the 
front of the building, indicates the 
business of a firm of cane manufact- 


urers, 
We occasionally come across old 
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figures, marked out on boards, cut 
short, and painted on both sides. 
Such flat figures are found in 
front of some old shooting galleries, 
and a certain New York carpenter 
shop glories in an ‘‘equestrian statue”’ 
of Washington made in this way. 
Stuffed bears hang on to poles in 
front of many a furrier’s estab- 
lishment, and dealers in carriages 
and harness are supplied from Paris 
with life-size presentments of fiery 


dapple-gray steeds to set up in their 


windows or before their doors. 

Some New York streets are partic- 
ularly rich in figure signs. Warren, 
Murray, Frankfort and other streets in 
that vicinity are filled with gilt coffee 
pots, saddles, guns, pipes and many 
other objects. One Warren street 
dealer in cutlery haS set up a huge 
knife and fork over his door on one 
side and an equally large razor on the 
other, while in Frankfort street a rocket 
of enormous dimensions conjures up 
visions of the ‘‘ glorious Fourth.” The 
well-known safe manufacturers at 
Broadway and Murray attract attention 
to their place by a gilt eagle, which 
bears no relation to their business, how- 
ever, and seems to have no special pur- 
pose but to hold upa disk with the in- 
scription: ‘‘Seven world’s fair med- 
als.” A figure of Peter Stuyvesant is 
set up by one insurance company, a 
— rising from the flames sym 

lizes another, while a third is well 


represented by a globe half sunk into 
a lettered signboard. 

The gilt figure of an ostrich pro- 
claims to the public the business car- 


ried on in a feather store. One dealer 
for years advertised his business in 
feather beds by a stuffed goose repos- 
ing on a bed of down. Some under- 
takers still affect the wooden tomb- 
stone, a few dealers in leather and 
findings indicate their business by a 
large awl, and the significant beehive 
is occasionally found over the doors of 
savings banks. 

Purely symbolical signs like the lat- 
ter are not very common, however, al- 
though the wine merchant’s bunch of 
grapes and the baker’s sheaf of wheat 
are still met with. 
here are those old tavern signs peculiar 
to Old World countries, which bear 
no relation to the business of the 
place, but merely illustrate its name. 
But a golden swan graces the front of 
a saloon, and signs like ‘‘Zum weis- 
sen Rossle,”*‘‘Zum schwarzen Wall- 


Still more rare. 


INK. 


fisch,” ‘‘ Malkasten,” etc., can still be 
found in the German district of all 
our large cities. 

G workmanship is frequently 
shown in sign figures, and at times we 
find one that has decided artistic 
merit, though the art be limited in 
scope and power. Cigar store figures 
are familiar instances, notably the ex- 
pensive metal ones. The manufactur- 
ers of these figures have grown am- 
bitious. They no longer limit them- 
selves to the traditional Indian and the 
equally appropriate ‘‘ plantation nig- 
ger,”’ but often turn out figures that 
bear little relation to the tobacconist’s 
busiress, being rather of purely ‘‘ar- 
tistic’” interest. Even portraiture is 
attempted, and we find the late Kaiser 
Wilhelm at Long Branch, Edwin 
Forrest in Philadelphia, and John L. 
Sullivan in New York. 

One toy dealer trades under the 
protective presence of that great toy 
distributor, Santa Claus, and a firm 
dealing in woolen rags has the figure 
of a ragman perched up on top of its 
building. A music dealer has set up 
a bust of Beethoven, possibly to show 
that he wishes to keep music up to a 
classical standard, and another firm 
has decorated the front of its house 
with a number of busts of musicians. 
A large symbolical figure of a female 
with a sunglass stands over the en- 
trance to a photograph gallery. 

The well-known and_ excellent 
group, ‘‘You Dirty Boy,’’ has been 
reproduced and set up on the front of 
a soap establishment. The original 
model for this group was made by a 
very skillful sculptor in Europe. 
Similarly, we may find a few cases on 
this side of the water where real works 
of art are ordered and used as sign 
figures. An instance in point is the 
statue of Puck, modeled by Henry 
Baerer for Joseph Keppler, and now 
on the Puck Building. Figures like 
this, although they are primarily artis- 
tic and decorative in purpose, are also 
explanatory, and thus the figures of 
Gutenberg and Franklin on the Staats- 
Zeitung Building, New York, and that 
of Franklin on the front of the es- 
tablishment of Harper & Brother em- 
phasize and in a measure serve to call 
attention to the business going on 
within. Even the Greeley statue in 
front of the New York 77idume office, 
and the Franklin statue in Printing 
House Square, New York, though 
erected purely as works of art, have 
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by their very positions a somewhat 
similar effect. There was another 
clever statue of Puck made for Kep- 
pler, by the way, which was subse- 
quently reproduced by Demuth and 
utilized as a high-priced cigar store 
figure. It was the work of Caspar 
Buberl. 


ADVERTISE A SPECIALTY. 
By L. J. Vance. 


How many advertisers who have 
more than one kind of goods to sell 
build up a name and a reputation for 
one special article? Not one out of 
ten. They seem to have overlooked 
or disregarded this side of their adver- 
tising. On the whole, they give equal 
space and equal show in the papers to 
all their goods in stock. 

It will pay to advertise a specialty. 
It is good business policy to have a 
wide and deserved reputation for keep- 
ing the best of a certain kind or class 
of articles. 

Now and then the merchant will 
make a ‘‘drive’’ on a certain article. 
But advertising a drive is different 
from advertising a specialty. The 
drive lasts only a short time. It is 
followed soon by another drive, or 
something else. This may not estab- 
lish a permanent or future reputation 
for the goods sold. The merchant’s 
name becomes identified with no one 
thing. For, when the ‘‘drive”’ is 
over, and the goods sold out, he is 
about where he started as far as a 
special reputation is concerned. 

It is not so with a specialty. That 
distinguishes your place from all others 
that keep the same thing—but not so 
good. ‘The result is when people in- 
tend to purchase your specialty they 
at once think of your store as the 
proper place to go first for it. If you 
attract customers to your specialty 
counters, they will look, and perhaps 
buy, goods at the other counters be- 
fore they leave. 

There are a few large shops in New 
York and other cities that have a name 
for excelling in certain lines. One has 
a reputation for linen goods ; another 
for mourning goods, a third for wool- 
ens, and so on. 

Every merchant can have some one 
thing of which he makes a specialty. 
It should be an article in general de- 
mand, which he can obtain on favor- 
able terms and offer at a bargain 
figure. This he makes a feature that 


becomes more valuable to him year 
after year. Do that, and people will 
say: ‘‘ Why, Brown’s is the place 
to go for that’; or, ‘‘Smith, Jones & 
Co. always have the best and cheapest 
shoes for children in town.” 

Advertising a specialty is different 
from advertising one thing at a time. 
It is advertising one thing all the time. 

An illustration may be taken from 
the field of bicycle advertising. The 
different parts of a bicycle may repre- 
sent the different goods in a store. 
What is admitted to be the proper kind 
of bicycle advertising? Is it to take 
the whole wheel? No ; the best bicy- 
cle ads make one feature a specialty— 
the felly, the tire, the frame, or the 
bearings. So with the store. Single 
out some specialty. Make that ove of 
your trump cards. 


meicteonNiiehiecaciame 
FIVE QUARTS TO THE GALLON. 


Office of the 
“U.S. Army & Navy Journa.” 
93-101 Nassau St., cor. Fulton. 
New York, March 23, 1896. 

Editor of Printers’ Ink: 

This statement, which appears in the circy- 
lar of the American Newspaper Directory, is 
incorrect: 





A report giving the number of quires used 
each week (instead of the actual number of 
copies printed) may mean for an eight- 

r one-half the actual issue re 


quires. A f 

by the publishers of the 

deceptive circulation re, 
this k 


Directory upon 
po’ of this so; In 
found navies to 
pages ere 
ight pages, it 

safe to allow for more than twelve. 

A quire is % sheets, and not 2. 

A ream is 480 sheets, and not 500. 











The Army and Navy Journal is printed, 
and has been printed for many years, on pa- 

r 500 sheets to the ream. Our impression 
is that this is now a common practice with 
publishers. Circulations that assume that 
all nome use paper 480 sheets to a ream are 
misleading. Very truly yours, 

W. C. and F. P. Cuurcn. 

Most bottlers of wine fill five quart 
bottles out of every gallon, but a gal- 
lon does not, on that account, become 
five quarts. PRINTERS’ INK also uses 
paper put up 500 sheets in a bundle, 
but such a bundle is not a ream; it isa 
ream and twenty sheets. No particu- 
lar harm is done by calling 25 sheets a 
quire, the injury comes from calling a 
quire 25 sheets.—[Ep. P. I 

~~ 

Tue news editor prepared an article, in 
which he said : ‘* Mr. Dash is hopelessly ill.” 
Before going to press Mr. Dash died, and a 
hasty alteration was made in the sentence to 
meet the new condition of affairs. When 
Mr. Dash’s friends read in their paper that 
“Mr. Dash is hopelessly dead,” they were 
naturally shocked.— 7%#-Bits. 
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FARM IMPLEMENT ADVERTISING. 
‘By C. M. Harger. 

To be effective, farm implement 
advertising must be done through the 
spring months. Farmers buy more 
implements for harvesting crops than 
for planting them. While a varied 
and curious multiplicity of machines 
for almost every imaginable method of 
subduing the soil have been prepared 
for the planting season, the plow and 
harrow remain the stand-bys. The 
rivalry of various makes of these im- 
plements leads to fierce competition in 
Western towns, where sales of imple- 
ments are larger than anywhere else. 
The West must buy all its working 
tools new; it has not, like the East, 
an inexhaustible store of old imple- 
ments on hand. Hence the growth 
of manufacturers’ and jobbers’ houses 
in the Prairie States, while the West- 
ern Implement Dealers’ Association, 
which meets in Kansas City, has 
nearly 700 members. 

The advertising of implements is of 
two kinds: That of manufacturers to 
appeal to retail dealers, and of the re- 
tail dealer to attract the individual 
buyer. A careful inspection of 75 
pages of implement advertising in the 
advance sheets of a large catalogue 
soon tO be issued to Western dealers 
shows little variety or enterorise in 
the methods adopted. The advertise- 
ments are, for the most part, plain 
lists of the makes of plows, harrows, 
etc., handled, and oftentimes these 
even are subordinated to loud an- 
nouncement of the location of the fac- 
tory, as if this were the important 
thing. A few enumerate the good 
points of each implement in forcible 
language, and illustrate with clear 
cuts. One or two introduce vulgarity 
in order to attract attention, but omit 
to describe their goods. On the whole, 
it is stereotyped and formal, perhaps 
intentionally so, for it appeals to con- 
servative business men. 

The advertising of the retail dealer 
in implements throughout the West 
shows little progressiveness. Only oc- 
casionally is a firm found which does 
more than enumerate its lines of arti- 
cles, commencing with traction engines 
and ending with ‘‘wire, rope and nails.” 
The retail dealer who elaborates on 
one implement at a time, and that in 
its season, is seldom found. The ar- 
gument is used by some retailers that 
the Western farmer is not influenced 
by advertisements in buying imple- 


ments; he must be approached per- 
sonally. Yet the catalogue house 
grievance is the most important one 
discussed at their association meetings. 
The catalogue houses send descrip- 
tions of implements direct to the 
farmer and ship the articles from the 
firm’s headquarters onorder. Tosuch 
an extent has the business grown that 
the hardware and implement dealers 
pass resolutions condemning jobbers 
and manufacturers who sell to a cata- 
logue house under any conditions 
whatever. Yet the success of these 
lines has come about largely through 
the failure of the retail dealers to pre- 
sent their business to the farmer in 
suitable colors. 

The farmer of the West—the great 
implement selling field—is by no means 
a cash purchaser. He likes good time 
for payments, and in most instances 
must have it. Hence he is accommo- 
dated to a great degree by the dealers, 
and is apt to buy where he is shown 
the best bargains, in his estimation. 
To the implement which is most ex- 
ploited he is partial. A certain kind 
of plows has been used almost exclu- 
sively in one neighborhood in Kansas 
for ten years because of the advertis- 
ing in the local paper done by a single 
firm. Where there is so much bad 
and non-progressive advertising, a 
great opportunity awaits some one. 
The tons of catalogues, pamphlets, 
etc., distributed free at county fairs 
are handsome and expensive, but they 
come at the end of the season and are 
playthings forthe children. Thesame 
expenditures and effort in country pa- 
per and farm journal advertising early 
in the year would, it seems probable, 
produce many-fold more returns. 

WHY EVERYBODY SMILED. 

An amusing scene was witnessed by many 
pedestrians one day at the corner of Thirty- 
seventh street and Broadway. A fence, about 
thirty feet high, covered with theatrical litho- 
graphs, incloses a lot on that corner, where 
the foundations of a new building are being 
laid. It was the noon hour, and six brawny 
sons of Erin were seated on a slightly raised 
platform resting against the fence. They 
were eating their luncheon, and were joking 
and laughing to their heart’s content. Those 
who stopped to look at the group could not 
withhold a smile, for directly above this jolly 
group of Irishmen, in bold, lurid letters, 
were the words “‘ The Gay Parisians.”” Here, 
indeed, was a pleasant satire, the result of ac- 
cident.—New York Herald. 


——_—_—_4--——_—— 
HIS IDEA OF IT. |. 
Dottie—How do you pronounce it, papa— 
adver-tisement or adver-tisement ? 
Papa (knowingly)—When properly attend- 
ed to, my dear, it is pronounced success. 
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GLEANINGS. 





FROM THE AMERICAN NEWSPAPER DIRECTORY 
FOR 1896, WHICH WILL APPEAR IN MAY. 


No paper in Alabama is credited with so 
large aguaranteed circulation as that accord- 
ed to the Birmingham Peofile’s Tribune, and 
the publishers of the American Newspaper 
Directory will pay a reward of one hundred 
dollars to the first person who will prove that 
its issues were not as stated. 

The Mobile Daily Register has credit for 
the largest circulation rating accorded to any 
newspaper in the first Congressional district 
of Alabama, with a population of 151,757. 

The Montgomery Semi-Weekly Advertiser 
has credit for the largest circulation ratin 
accorded to any newspaper in the secon 
Congressional district of Alabama, with a 
population of 188,214. 

The Opelika Weekly News has credit for 
the largest circulation rating accorded to any 
newspaper in the third Congressional district 
of Alabama, with a population of 179,680. 


The Anniston Weekly Republican has 
credit for the largest circulation accorded to 
any newspaper in the fourth Congressional 
district of Alabama, with a populaticn of 
161,184. 

The Dadeville Weekly Herald has credit 
for the largest circulation accorded to any 
newspaper in the fifth Congressional district 
of Alabama, with a population of 185,720. 

The Jasper Weekly Mountain Eagie has 
credit for the largest circulation accorded to 
any news’ r in the sixth Congressional 
district at Rishome, with a population of 
158,838. 

The Culman Weekly People’s Protest has 
credit for the largest circulation accorded to 
any weekly in the seventh Congressional 
district of Alabama, with a population of 
130,451. 

The Florence |! eekly Times has credit for 
the largest circulation accorded to any news- 
paper in the eighth Congressional district of 
Alabama, with a population of 176,088. 


The Birmingham !Veekly State Herald has 
credit for the largest circulation accorded to 
any newspaper in the ninth Congressional 
district of Alabama, with a population of 
181,085. 

—_—_—_+~o>—_———_ 


THE THOUGHTFUL DRUG CLERK. 


“ What can I do for you, miss ?” inquired 
the clerk in a Market street drug store of a 
blushing young woman. She glanced about 
her in embarrassment and then replied : 

ed | sons saute castor oil.” te 

bid right ; in just a moment. 

The leek aevek around behind the coun- 
ter for a moment and then went to the soda 

ountain. 
: “ Do you like soda ?” he asked. 

“* Oh, yes, indeed.” E 

“What Savecing do you prefer ? 

“i le, please.” 

The slek phase a glass of the fizz and the 
voung lady drank it. Then the clerk sat 
down on a stool and commenced to chat 
with her. She was apparently annoyed, but 


replied courteously to all of his remarks. 
Finally, she said : ee - 
“Tf you'll give me the castor oil I’ll go. « 
“Why, vou took it in that glass of soda. 
“Took it in the soda! I didn’t want to 
take it. It was for my little brother.”—San 
Francisco Post. 
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NOTES. 


“Lenten Goops”’ is what Shaffner & 
— of Lansdowne, Penn., call their stock 
of fish, 

The Poster, New York, for March con- 
tains what purports to be acomplete list of 
posters designed by Louis J. Rhead. 

Tue April number of Godey’s Magasine is 
a bicycle number, all the articles and stories 
relating or being founded on the wheel. 

A PouGHKEEPsi£ shoe dealer, under the 
well engraved picture of a lady’s laced 
gaiter, — in his advertisement the state- 
ment which follows: 

“We are putting three things in our 
shoe, Art, Labor and Good Leather, and now 
want you to put two things into them—your 
eet.” 

Tue April 4th issue of Farm, Field and 
Fireside will be a special Easter number, 
with colored cover pages and appropriate 
reading matter. 

Tue Postmaster-General has rescinded for 
60 days, beginning with March 19, the regu- 
lation that reprints of second-class publica- 
tions must be mailed at third-class rates. 

It is said that posters are so called because, 
“in former times, the footways of London 
streets were separated from the drives by a 
line of posts on which advertisements were 
displayed.” 

A WESTERN editor once invited cor- 
respondence “as to the best way to conduct 
his paper, and the man who hie the nail 
squarely on the head replied anonymously, 
on a postal card: “Run it as you d—d 
please.” —Pease’s Anoka Union, 

Paper which cannot be destroyed by fire 
is said to have been discovered by a French- 
man. A specimen has, it is stated, been sub- 
jected to a severe test—that of exposure in a 
potter’s furnace for forty-eight hours, and 
came out without injury.—Pofular Science 
News. 

FRANCE has a new series of postage stamps 
designed by the poster artist, M. Grasset. 
He was selected by M. n, the Minister 
of Posts and Telegraphs, to draw the new 
French model, after a public competition had 
resulted in the rejection of all the designs 
submitted.— 7he Poster. 

Tue city of Montpelier, in France, is said 
to be the first to regulate the kind of wrap- 

ing paper that articles of food shall be de- 
ivered in. Colored paper is absolutely for- 
bidden. Printed paper and old manuscripts 
may only be used for dried vegetables. For 
all other articles of food new paper, either 
white or straw-color, must be used. 


Mr. Crark, the cashier of the N. W. Ayer 
& Son Advertising Agency, of Philadelphia, 
in speaking recently of the enormous amount 
of work connected with such an agency stated 
that at the present time they had 142 persons 
on the pay-roll, and that the amount paid in 
salaries last year was $99,240.30. To show 
the amount of business done, he stated that 
Mr. Ayer had signed 17,000 checks last year. 


A story is told of a newspaper publisher 
who discovered that a home merchant was 
charging him more for goods than he did 
other people, and of course the editor made 
a kick. ‘My friend,” said the merchant, 
“Tam paying you $2.40 per month for a six- 
inch advertisement, but a pos medicine 
company whose goods J sel only pays you 
$9 a year for the same space. You should 
put a ‘ market price’ on your own stock and 
maintain it.”"—Rocky Mountain Editor. 
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THE SUN 























before making their adv. con- 
tracts. Why? because it’s the 
best value on Earth. 


Address, 
THE SUN, New York. 
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4Good Catch 


is what we are all after, 










even if we’re on the fence 





and don’t know where to 
throw our line. 


You can always catch 


— = 


Customers by a card in 


our 


CAOOW 
- Brooklyn “L” 
NOOR 


cars — because the size, 
16x24 inches, gives you 
plenty of room in which 


to “tell your story.” 





ceed 
off WORM 


GEO. KISSAM & CO., 


35 SANDS ST., x me BROOKLYN. 


S. D. GARRETT, Manager. 
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FELASA INE 
GREATER ® 


than that of any two 
other local news- 
papers combined 
is the bona fide 


ITY & # 
IRCULATION 


% 
s 
s 
St. Louis... : 





Post-Dispatch 








The ye C. Beckwith np Agency 


LE AGENTS FOREIGN ADVERTiSiNG 
Tribun sina! New York. The Rookery, Chicago. 
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Do you want to 
reach the masses ? 


We take it that you do, for 
the greater the hearing the 
more chance for profitable 
returns from your advertising. 


The Chicago 
Dispatch... 


has a larger circulation than 
all other afternoon papers of 
Chicago combined, with one 
exception. 


IT prints and circulates over 65,000 copies 
daily. 


IT is the official paper of the City. of Chicago 
and Cook County. 


IT reaches the homes and is read by the 
masses. 


Advertising rates on application. 
Send all orders direct to 


THE DISPATCH, 


115-117 FIFTH AVENUE, CHICAGO, ILL. 
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$1,000 


Cash Prizes 
for 
Ad-Smiths 


For full particulars send for a 
ninety-two-page pamphlet, telling all 
about the American Newspaper Direct- 
ory, its aims, objects and methods. 
This pamphlet has been specially pre- 
pared for the use of ad-smiths in the 
competition invited for the $1,000 in 
Cash Prizes offered for the advertise- 
ments best calculated to sell a book. 
The pamphlet is now ready and will 
be sent free, postage paid, to any ad- 
dress. 

Address all communications to 
Tue Epitor oF 


THE AMERICAN NEWSPAPER DIRECTORY, 
10 Spruce St., New York. 
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The Advertisers’ 





® @ Encyclopeedia. 


fhe American Newspaper Directory, revised and guaran- 
ted up to date, contains information on every point and detail 
regarding every publication in the United States and Canada. 
This book is indispensable to the general advertiser, and no one 


can afford to be without it. 


ACKNOWLEDGES NO EQUAL. 


THE 
AMERICAN 
NEWSPAPER 
DIRECTORY 


To Whom 





Gives the location of each town, its 
population, industries and resources. 

Tells at a glance whether its residents 
are such as use your articles, and which 
paper will best reach them. 

Contains, conveniently catalogued, the 
name of each newspaper and magazine, 
its character, age, price and politics. 











Guarantees Its Circulation Ratings. 


Do You Cater? 











In its general and special features it 


NO 
OTHER 
DOES 


The readers of the Daily, Weekly, Religious, Agri- 
cultural or Trade papers? This valuable book 
promptly directs you to a complete list of each class, 
showing its character, quality and circulation, and 
assists you to select such mediums as go directly to 
those whose trade you seek, whether banker or 


farmer. 


LIGHT 

ON A 

DARK 
SUBJECT 








Without the aid of this book the adver- 
tiser is absolutely ignorant of the circulation 
of any publication—has no evidence that he 
is receiving what he pays for. 


Newspaper Directory 


guarantees its circulation ratings, and will 
pay $100 reward for proof that they are not 
correct in every instance. It is the only 
newspaper directory that 





Can Be Thoroughly Relied upon 


ONE 
The American HUNDRED 
DOLLARS 
REWARD 








PRICE, $5.00, DELIVERED; YOU’LL SAVE MORE ON YOUR FIRST CONTRACT, 


PUBLISHED BY 


CEO. P. ROWELL & CoO., 


10 SPRUCE STREET, 


NEW YORK. 
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PRIZE ADVERTISEMENT FOR THE AMERICAN NEWSPAPER DIRECT- 
ORY—ELEVENTH WEEK. 

In response to the announcement inviting ad-smiths to compete in the 
construction of an advertisement calculated to sell copies of the American 
Newspaper Directory, the number of advertisements received for the eleventh 
week, ending March 24th, was twenty-three. First choice was given to the 
advertisement headed, ‘‘The Advertisers’ Encyclopedia.” This advertisement 
was written by Mr. Geo. S. Lowman, advertising manager of the Swift 
Specific Co., Atlanta, Ga., and appeared in the Journal of that place of March 
21st. Mr. Lowman probably had a better idea of the merits of the Directory 
than most of the competitors, for he has recently stated that he uses it con- 
stantly in making up his lists of papers. His ad occupied 4%4x6'/inches. 

The selection this week was rendered difficult by the excellent character 
of the advertisements sent in. Two of these are reproduced as pressing the 
winner closely. The ad headed, ‘‘To Be Loved,” was written by Chas. F. 
Jones, of Chicago. Mr. Jones was the winner of the PRINTERS’ INK Vase, it 
will be recollected. His present effort appeared in the Louisville Commercial, 
of Louisville, Ky., of March 12th, where it occupied 7x81¢ inches. The ad- 
vertisement beginning, ‘‘A Store House of Information,” was written by S. 
P. Foster, of Elmer, N. J., and appeared in the Zimes of that place of March 
1gth. In the original it occupied 61%4x11 inches. The first advertisement in 
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A Store aaa 


—or— 


INFORMATION 


—FOR——_. 
BUSINESS MEN. 


PRINTERS’ INK. 


the competition appeared in PRINTERS’ INK of January 22d. The last adver- 
tisement will appear in PRINTERS’ INK of July 15th. No advertisement will 
be considered which reaches the editor of the American Newspaper Directory 
later than July 4th. The result of the competition will be announced in the 
issue of July 22d. A 92-page pamphlet, containing full particulars of the 
contest, will be sent free to any one who requests it. 


AN X RAY 


Penetrating Newspaper Subscription Books, 


And Revealing TRUE Circulation Ratings. 








IT IS NEEDED BY 
= ore. Advertislog Agents, Adver- 
Politicians, Travellers, Busioess 
Mow sea all others who desire fresh 
sathentic iaformatiog sbout their 
country. 
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Day of issue. 
ize and number of pages. 
Editors name. 
Publishers name. 
Date of « roent. 
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“gn advertiser to 8n opinion as 
whether or wot i to 8 desirable eld to 
‘cover. 
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‘ f———— — ] D. Feet. ¥. 
Business Men’s Hand Book. 


‘We desire to call the atteation of 


Every Business Man in America, 


American Newspaper Directory. 


If you need informa’ about any section, where 
pote fac? We have ia this (a this Goze & oe 


Thor oughly Covered The Entire Country. 
For example take New yo: population. 1,444,033. Salem cdunty 























, 25,115. 
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ee = WooPsTOWN. Solem Co.. 1884! 
count} seat, and 9 8. of nyectpaie, 
bad Has glass, shoe, spindle and tron .# trom 


















qe yoy 
 Sclentiti io papers, eto 
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IT INDEXES 
Every fact 20 perfectly that sought for 
tetermation is easily aad quickly found. 





A ADVERTISERS USE IT BECAUSE 
IT QDOTES exact circulation of 
——— inevery case where 

“patie persistence, pluck or 
expense will secore Gigures 
worthy of credence. 

_.- IT POINTS unerriogly to all 
publications which keep their 
circulation a secret.” 

It SAVES CORRESPONDENCE, 
where the editor of the Direcwry 
with 28 years of experience and 
cnoetant effort fails to obtain cor- 
rect Ggures, it ie ungecessary for 
advertisers to try. 

‘It ares trond nant —_ 
tion figures ta ti 
aod will pay $100" it they a0 are 
proven fi 

ONLY 23 NEWSPAPERS have 
_ bees ~ falsely” Ay nog ig . 


.—: year: *Vsrot iontelt bas ee 
4 instance. The satall- 





paid In each 
Bess of this ee establishes 
the gorrectuess of yume rat- 
tings. 
wantin FURNISHES i whet an ad- 
r ( stnall) must 
iooomr ‘and tbat wich ie unobtein- 
able from any other seu 
FUL RATINGS {bh this 
 ——- are as servicable de the 
ratings Bradstreet or Dunn gives 
business men who sre financially 
doubul.” 






. mouth 12, and 





core. : : —~ yond 
TIMES: Fridays; independent; tng reg 
Pegs, 1SEaH; subscription vestabitsked MONITOR - REGISTER; Fridays, 
; P, Foster, and pud- ladependent-repul 
Usher jeireulation. ectual everags for he © Sutmcription pees 
pest year, 2,231. Fartersoe,, @ editor 


gbel en Greghon the county port om with pewspspers is 
Union county —- with 6 towos, Warren county 5 tow 

while Bergen county we he ont 12 wwos, Huswhdce 9. Mon. 
aa nes we on taroughou t tho whole state and all English 


Revised Yearly. Census figures newly obtained aod published 
bn #0 often as those furnished by the United Sates Govera- 


i - You Can See How Invatuable 

our Director: oe to p set apd how trivial in comparison. the cos’ 
only 95 00. zerul and valuable to you thab your $100 = 
clopedia or your mete Seren Dictionary costiog $75. 


O90 oor 
@ OO bo. SoLLINe BY 


“There is no lamp, a learned man doth say. 
Like to expérience jo light us oo our way.” 
We bave issued the Directory Annually for 26 years and our sys- 
tem = itas perfect as ingenuity, integrity @nd means cun 


“We sim make it Ko marfoct Ghes Bt must be Seund.on top of the 
coromercis| register In Every Business 

Every Advertiser, tree ¢ or small must aa will ~~ this book be- 
cause nowhere else can be\pbtalned the information therein given 
which is Absolutely Necessary to bim in bis bustnees. 

Next edition issued May 15th, 1896, price 5.00 carriage paid. 

rliest orders will have Carllast attention. 
GEO. P. ROWELL & CO., Pui 
NO. 10 SPRUCE ST. NEW YORK. 

























Milton McDowell, Vernon, Texas. 


BF peter what you want,” 
o » East sum-~ 


comprehensive and best classified.’ W. H. 
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jas saved the wasticg of i dollars."" Bence — Bourbon, Ky. 
» ©, Leech, Kan- 
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The—_ 
Cleveland 
Plain Dealer . 


has a paid circulation in Cleveland 
and Suburbs over 100 per cent 
larger than that of any other 
Morning Newspapert %% tt tt 


THE PLAIN DEALER 


is delivered to the homes every 
morning, including SUNDAY, for ten 
cents a week. %.%.%.% ee 


THE DAILY PLAIN DEALER 
has from ten to twelve pages*% 


THE SUNDAY PLAIN DEALER 
from 24 to 36 pagesse%% ee ee 


All advertisements taken for the daily 
PLAIN DEALER appear for a while in the 
EVENING POST, a ten-page, one cent, 
evening newspaper with a large home 
circulation. 


C. J. BILLSON, 


86 & 87 Tribune Bidg., New York. 
523 Chamber of Commerce, Chicago. 
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to advertise articles of merit in a 
thorough and proper manner in 
Compton County (Province of 
Quebec), and that is through the 
eee ae eee 


CHRONICLE 


Two editions—one known as the 
COMPTON COUNTY CHRONICLE, the 
other, LAKE MEGANTIC CHRON- 
ICLE. All advertisements appear 
in both. There are no other 
papers published in the County. 

Population of County, 22,799; 
mostly well-to-do farmers. 

The CHRONICLE confines itself 
to printing the local news—the 
kind of news that interests every 
one in each home, and influences 
them to read the paper thoroughly. 

Average circulation of the two 
editions, 1,500. 

Rates and sample copies of 
papers sent on application to . . 


CHRONICLE PRINTING CO. 


COOKSHIRE, P. Q. 
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Only One Way 
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IT BROUGHT 

AN OVERWHELMING 
NUMBER OF 
INQUIRIES... o& 








SOLE AGENTS FORK 





Geo .P.Rowell & Co., 
New York.. 
Gént lemen: 
We have the pleasure of enclosing you herewith our check on 
The Bank of Californ ia for $8.25 settlement in full for advertising 
in Printer’s Ink for January. Kindly acknowledge receipt of same. 
Our _Jittle ads brought us an overwhelming number of inquiries, 


Yours” very*trulyy 





Hobron Drug Company. 
Enclosure. 


Dictated by T.W.H. 
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Book Free! 


#* & We will send, charges: 

prepaid, a book edited, com- 

piled and copyrighted by us, 
entitled : 


Census Figures 
for Advertisers. 


&* &% It is full of useful statistics 
not heretofore published. It also 
tells of 


BOYCE’S BIG WEEKLIES 


& & Send your name and ad- 
dress and we will forward the 
book FREE. 


LEDOER. 500,000 copies weekly. 


WORLD, Proved circulation. 


Rates, $1.60 per agate line per insertion. 
No discounts for time or space. 


W. D. BOYCE CO., 


AD DEPT., CHICAGO. 
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MAPPED BY CONGRESSIONAL 
DISTRICTS. 


The 65,000,000 people of the United 
States have 557 Congressional repre- 
sentatives. That is one representative 
for about every 200,000 people. What 
an advertiser 7 for the profitable 


prosecution of his plans is, first, peo- 
; second, people with the means to 

uy. If he would lay out his plan 
with system, dividing up his constitu- 
ency into ‘‘ blocks of five,’ or blocks 
of, say, 200,000, he may judiciously 
study the maps of Congressional dis- 
tricts, and select from each the paper 
or papers that seem best calculated to 
do him service. The population of 
one Congressional district is approxi- 
mately the same as that of any other, 
but the greatest wealth is generally to 
be found where the population is 
densest. The most densely-populated 
districts are, of course, those which 
cover the smallest territory. So, too, 
the facilities for supplying the people’s 
wants are better where they are packed 
closely together, and there is conse- 
quently less competition in a thinly 
settled region. The advertiser must 
choase his own territory and adjust his 
expenditure to his own ideas of expe- 
diency. 







































































OHIO. 
Ohio has 40,760 square miles of territory, 


3,672,316 people and publishes 1,146 newspa- 
pers. The comparative density of popula- 
tion is illustrated by the varying size of its 
twenty-one Congressional districts, as shown 
by the map. The twelfth district has the 


21 
smallest population, 158,026, and the second 
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ILLINOIS. 


Illinois has 56,000 square miles of terri- 
tory, 3,826,351 people and publishes 1,532 
een = aay The comparative density of 
population is illustrated by the varying size 
of its twenty Congressional districts, as shown 
by the map. The seventh district has the 
smallest population, 130,123, and the first has 
the largest, 316,280. 










































































INDIANA. 


Indiana has 35,910 square miles of terri- 
tory, 2,192,404 people and publishes 791 news- 
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papers. The com tive density of popula- 
tion is illustated by the varying size of its 
thirteen Co: ional districts, as shown by 
the map. ¢ sixth district has the smallest 

ulation, 139,359, and the eleventh has the 
argest, 187,720. 








MICHIGAN. 


Michigan has 57,430 square miles of terri- 
tory, 2,093,889 people and publishes 741 news- 
papers. The i density of popula- 
tion is illustrated by the varying size of its 
twelve Congressional districts, as shown b 
the map. The ninth district has the small- 
est a sqm 148,626, and the second has 
the largest, 191,841. 





~S 
WEST VIRGINIA. 

West Virginia has 24,645 square miles of 
territory, 762,704 people and publishes 167 
newspapers. The comparative density of 
population is illustrated by the varying size 
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of its four Congressional districts, as shown 
by the map. The first district has the small- 
est population, 177,840, and the third has the 
largest, 202,289. 





KENTUCKY. 

Kentucky has 40,000 square miles of terri- 
tory, 1,858,635 people and publishes 296 news- 
apers. The comparative density of popu- 
ation is illustrated by the varying size of its 
eleven Con anlenal districts, as shown b 
the map. seventh district has the small- 
est population, 141,461, and the fourth has 
the largest, 192,055. 








TENNESSEE. 

Tennessee has 41,750 square miles of terri- 
tory, 1,767,518 people and publishes 275 news- 
papers. ¢ comparative density of popula- 
tion is illustrated by the varying size of its 
ten Congressional districts, as shown by the 
map. he fifth district has the smallest 

pulation, 153,773, and the third has the 

argest, 199,972. 












































WISCONSIN. 

Wisconsin has 54,450 square miles of terri- 
tory, 1,686,880 people and publishes 578 news- 
pees. The comparative density of popu- 
ation is illustrated by the varying size of its 
ten Conpusional districts, as shown by the 
map. The fifth district has the smallest popu- 
lation, 113,453, and the fourth has the largest, 
236,101, 

ns 

“* Mary,” asked the old man, “whose pict- 
ure is that on the front of the paper you 
have?” ‘That is a picture of President 
Cleveland,” said she. “Great Czsar’s 
ghost !”” exclaimed the old man, “has he 
been cured of something, too?”—Adams 
Freeman. 
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THE NEW YORK SPECIALS. ARKANSAS. 
B Fort Smith, News Record.. are ¥ Floyd 
ie Rock, Gazette........ D. Taylor 
THEIR NAMES: AND WHERE THEY ann 
MAY BE FOUND. Alameda, Telegram... ..E. Katz 
lace Berkeley. Advocate E. Kate 
r! , Advoca’ q 

nena Colusa, eqogbes E. Katz 

Chico, Chronicle Rec: 
Pacific States Adv. Bureau 
Eureka, Standard. . Pacific States Adv.Bureau 

Fresno, Republican, 


ae saoeenet States Adv. gs 
ms m veil Tel 


Grass Valley, Union, 
Ses un Be Pacific States Adv. Bureau 
Angeles ress, 
a Pacific States Adv. Bureau 
Los pc Herald, 
—— ific States Adv. Bureau 


Marys ghey i Pacific States Ads B a 
svVilie, pea: ac’ ic v.Bureau 
Merced, Sun .. Pacific States Adv. —_ 











n Bernardino, Times Index, 

Pacific States Adv. Bureau 
Bernardino, Sun..............--++5+ E, Katz 
Record Union.. 
Bulletin..... 
Chronicle... 
Call 





acific States ates. a 
| mg Jeensheee, Paci Rural Jom’ 





F. E. 
San Francisco, Overland Monthly, 


San Francisco, Wave...........++ eocces ue Katz 
San Francisco, Wasp ...........se..s+++ E. Katz 


San Jose, Mercury 

aes States Adv. Bureau 
San Jose, News....Pacific States Adv. Bureau 
Santa Cruz, Press. Pacific States Adv. Bureau 
Santa Cruz, Surf..Pacific States Adv. ans 
Santa Crus, Record......... ceccccccecs E. Katz 

Santa Rosa, oe. — 
acific States Adv. pugecn 

Santa Rosa, Democrat. A, E. Katz 
Santa Rosa, Republican......... 
Santa Barbara, ow 
sonte Ana, panto p peccccccccoosccce 
8 





Salt Lake, Herald...... ee 
tockton, ‘independsat, dinten tte. 
. ic Ss v. Rureau 
THE NEW YORK SPECIALS. _ Vallejo, Chronicle.............-++-+.+++ E. Katz 
-———- Ww land, Mail. ..Pacific States Adv. Bureau 
The extent to which the daily papers CANADA. 
of the country, and some others, are — 
at present represented in New York by 
men whose sole business it is to advance 
the interests of from one to a dozen 
such, is well exhibited by the follow- 
ing list prepared by Mr. Henry Bright : 
AL ABAHA. | 
Birmingham, News........... an Doren 
= a. State-Herald.. so. Beckwith 
Mobile, NewS............sse+s04 “Steve W. Floyd 


Mobile, Register ee oenevoul J. E. Van Doren 
Montgomery, Advertiser..... J. E. Van Doren 


ARIZONA. 


w 











AdAddAA SS AAASAASS 





and Em pire.. 





Phoenix, Republiogn. ancouver, Advertiser, 
acific States Adv. Bureau Roy V. Somerville 
Prescott, Journal- ‘tiner, Victoria, Colonist.......... Roy V. Somerville 


acific States Adv. Bureau Winnipeg, Fress Press. ...Roy V. Somerville 
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Field and 
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DISTRICT OF COLUMBIA. 
Washington, American Farmer, 


Washi Hi ine. Sites 
Washington Mensaatiabeae ane 


hington, Post Geo. Bai on 
WEE. cocccccvccsrcese 3 
Washington’ sear cevececees+-de R. Hammersley 
Washington, Times......... Frank 8. Gray Co. 
FLORIDA. 


Jacksonville, Florida Citizen, 
A. Richardso 
Jacksonville, Metropolis. ...Chas. W. Nichols 
Jacksonville, Times-Union....N. M. Sheffield 
GEORGIA, 
...Chas. W. Nichols 
oan W. Nichols 






Cultivator, 


Chas. W. Nichols 
Savannah, Morning News C. 8. Faulkner 
Savannah, Press.......... Steve W. Floyd 
Macon, Telegraph... Chas. W. ree is 
ILLINOIS. 


Chicago, Baptist Union. mm A L. Ford 
Chicago, Careaiele.. . 


VT. B. Bik 
Chicago, Citizen 8. E. Leith 
Chicago, Chicago Newspaper Union, 


Semriat..... tae 
J. Martin Miller 
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yo Iowa Hot 
Des Moines, Western Farm Jot 





Covington, Kentucky Post....... Pe 

Lexington, SII, -cscassvaced Steve W. Floya 

Louisville, Courier-Journal, . 
nm 


Louisville, Farmers’ Home Journ 


. C. Bush 
Louisville, Home & Farm..Theo. E. Kohihass 
Louisville, Times........ Frank Richardson 
B ine * ~ 
Paducah, Bt 
Paducah, Stan: 








LOUISIANA. 
New Orleans, Christian Advocate. .J. C. 


Bush 
New Orleans, Steve W. Floyd 


‘tem 
New yay eS Western Presb a 


rig pA Orel 


New Orleans, Times: neanaenes, - 
Slew Orleans, States 






re, American.. 
Baltimore, nny, News.. 
Baltimore, Morning Heral 





MASSACHUSETTS. 
Boston, Atlantic Monthly...... | 5 Morriso; 
4, thly ©) n 


J. De Long 
erald. . Billson 
a, Harvard Graduates’ ‘Magazine, 
Boston, Traveler............... 8..C. Beckwith 
Boston, New England Magazine. 


. E. Morriso: 
Boston, American Kitchen Magazine, os 
rmy 


pcnetndeacetll — pad 4 
Moses 





Brockto: 
Fall River, herald 
Springfield, Amateur Gardening q 

. P. Hubbard 


Springfield, Good Housekeepin; 
- - ng. P. Hubbard 


Doren Special Agency 


Doren Special Agenc 
8 ee eeereee. ee CEE tie 
St. Paul, Northwestern Farmer.. —— "C. Bush 


St. Paul, 


8t. Paul, Northwestern Fowspe rapaper Unio Union, 
St. Paul, Pioneer-Press.A. Frank 
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Butte, ya ae ic 
Helena, Inde; 
Helena, Mon 


R. McKee 
NEBRASKA. 

Lincoln, Nebraska Farmer.......... J. C. Bush 

Lincoln, State Sournal, Do euasnet 

Van Doren Specia’ n 
Omaha, Bee....... sos Richardson 
Omaha. World-Herald... ..R. A. Craig 
NEVADA. 

azette.....Pacific States Adv. Bureau 
Viretnie City, Chronicle, 
Pacific States Adv. Bureau 


NEW MEXICv. 
Las Vegas, Stock Grower and Farmer, 
J.C. Bush 
Albuquerque, Democra 


t, 
acific States Adv. Bureau 
Albuquerque, Citizen, 


Pacific States Adv. Bureau 
NEW YORE. 









* Bul Mday T rlegram — 
un elegram....... .. 

Le wy * Spackewith 
Republican... 


Hem Brigh' 
N. M. ‘Shemeld 


New York City, Sabbath Reading. : 
H. P. Hubbard 
New York City, St. Andrew’s pn 


F. E. Morrison 

New York City, Toilettes.......F. E. Morrison 
New York City, Weekly Witness, 

ubbard 


Rochester, Democrat => Chronicle, 
Rochester, Loy en 


rand Advrtagr C2 Shetin 
Rochester, Union and Advertiser.C. E. Sherin 
Rochester, Vick’s Magazine....H. P. Hubbard 
Syracuse, Courier........ escccesseced I 
Syracuse, J curnal.. 
Syracuse, Post...... 
Syracuse, Herald.. 


Richardson 
















Syracuse, Sta 
y 
Troy, Times . ‘W. H. Lawren: 
tica, Glo! ..A. Frank Richardson 


Watertown, Times..............- Henry 


NEW HAMPSHIRE. 
Concord, Granite Monthly..... F. E. Morrison 


Bright 


NEW JERSEY. 
Camden, Review...........--.s#++++ O. L. Moses 
Newark, Advertiser............... C. E. Sherin 
OREGON. 


Albany, Herald...Pacific States ray he 
Portland, Oregonian pecccotseod 8. C “Beck with 
Portland, Telegram............ 8. C. with 
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Salem, Capital Jou 
A Pacific States Adv. Bureau 
Salem,Statesman..Pacific States Adv. Bureau 


OHIO. 
Cincinnati, Commercial Gazette, 
J. E. Van Doren 8; 
Cincinnati, American Grange 





OKLAHOMA. 
Guthrie, Home, Field and Farm....J. C. Bush 
PENNSYLVANIA. 




















E. W. 
Philadelphia, Household News, 
Ralph R. McKee 
C. J. Billson 





RHODE ISLAND. 
Providence, Journal................ 


Providence, Bulletin. . 
Providence, Telegram... ~ 
SOUTH CAROLINA. 
Charleston, News and Courier, 
& C, Faulkner 
Columbus, Register ................ 0.L. 
SOUTH DAKOTA. 





Aberdeen, Dakota Farmer...........J. C. Bush 
TENNESSEE. 
Chattanooga, aaa seeee. Steve W. Floyd 
Chattanooga, Tim 
J.E. Van Doren Special Ar 
Knoxville, Sentinel pvepee sonst ve W. oye 
Memphis, Commercial A) 
Richardson 
Memphis, Scimitar................. R. A. 
Nashville, Banner............... 8. 8. Vreelan 
Ree Aer Van De Special Agen 
an Doren 
Py tist & Reflector...... o "Bush 
Jackson, Whig.......... -...+++ H. D. + Coste 
TEXAS. 

n, Statesman.............. 8. C. Beckwith 
Palas” Baptist Heraid ben easeuan’ --J. C. Bush 
Dallas, Texas Farm and Ranch..... <2 Cc. Bush 

Dallas, NewS..........0..++s+s00e0 J: D: Lorenta 
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Dallas, Times Herald... . 8.C. Beckwith 
Pore ttorche Gazeite..........- 8. C. Beckwith 
Fort Worth. Texas Stock & Farm Journal, 
Ralph R. McKee 
Galveston, News............ occas . D. Lorentz 
Galveston, Tribune. . Beckwith 
Houston, Herald................ v. 
ton, Age....... Steve W. Floyd 
4 by SS Risececqnaeed 3S Bee wa 
San io, Express.......... .C. 

‘aco, Ba) Standard............. F. ‘ord 
Waco, Telephone........... --..8. C. Beckwith 
UTAH. 

Ogden, Standard.............++-.++: -...E. Katz 
Salt Lake City, Tribune........ 8. C. Beckwith 
VIRGINIA. 

Norfolk, Ledger..............+. Steve W. Floyd 
Norfolk, Landmark.. .. ... Steve W. Floyd 
Norfolk, Virginian vosaagncoaas Ralph R. Mckee 

oom a ones ieanoks 
Ralph R. McKee 


Richmond, Dispatch, 

J. E. Van Doren Special Agen 
Richmond, Times. N. M. Sheffiel 
Richmond, State. ... ....H. D, La Coste 
Lynchburg, News...........---- H. D. La Coste 


VERMONT. 





WASHINGTON. 
Port Townsend, Leader, 
Pacific States Adv. Bureau 
Seattle, Post-Intelligencer, 


A. Frank Richardson 
Seattle, Call -. EB. Katz 
Seattle, News.... aad 
Spokane, Spokesm. .C. Beckwith 
Ledger... -.«--.8. C. Beckwith 
Tacoma, News.....Pacific States Adv. Bureau 
alla Statesman, 

Pacific States Adv. Bureau 

Walla Walla, Union Journal, 
Pacific States Adv. Bureau 


WEST VIRGINIA. 
Wheeling, News...............seeeee+ C. E, Ellis 


WISCONSIN, 
Fort Atkinson, Hoard’s Dairyman..J. C. Bush 
ilwaukee, Evening Wisconsin...C. H. Eddy 
Milwaukee, Journal..... A. Frank Richardson 



























Milwaukee, News.... ...Frank 8. Gray Co. 
Iwaukee, ee b Williams 
Milwaukee, Yenowine’s Illus. News, 

8. E. Leith 
Oshkosh, Northwestern........ H. D. La Coste 
EE Msn 600 nctonnansve H. D. La Coste 
Racine, 


, Wisconsin Agriculturist...J. C. Bush 

Superior, Leader O. L. Moses 

West Superior, Telegram...... H. D. La Coste 
WYOMING. 

Laramie, Boomerang, 

Pacific States Adv. Bureau 
oe 
HE KNEW HOW. 

Boggs—I see that you are advertising for a 
lost parrot. Never knew that you had one 
to lose. 

Noggs—Neither I have, but I want one, 
and expect to be able to take my pick from 
among the ones that the advertisement brings 
in. 








——__ +o, —__ 
Ww ANTED—By a young lady, of pleasing 
countenance, presentable figure, ree- 
able manners, general information, and va- 
ried accomplishments, who hasst udied every- 
tl from the creation to crochet, a situa- 
tion in the family of a gent! ° 1 
and social standing; she will take the head 
of his table, manage his household, scold his 
servants, check his tradesmen’s bills, accom- 
A him to the theater, cut his m: in 
eaves, and make life generally joyous; 20 
per cent of his income will be accep! as 
salary, and a plain eae ring for the third 
finger of her left hand is desired as badge of 
service. Address ANABEL LEE, Box 400, 
Herald.—New York Herald. 
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THE WOOL SOAP BABIES. 

Mr. Edward W. Raworth, of Ra- 
worth, Schodde & Co., manufacturers 
of Wool Soap, thus describes, in a 
recent interview, the origin of the Wool 
Soap Babies : 

It occurred to me that a photograph show- 
ing some little children, one with a long shirt 
and one with a shrunken one, would show at, 
a glance just what we wanted to convey as 
the feature of Wool Soap. 1 went to a lady, 
who is an enthusiastic amateur photographer, 
and suggested that she borrow two babies 
from some institution for the purpose of 
posing them for a picture. Instead of doing 
so, she used the children of a friend, and, as 
they were visiting at her house at the time 
she had plenty of opportunity for posing and 

hotographing them to get the desired effect. 
Bre took a very large number of negatives 
in many different poses before she was satis- 
fied. This half-tone cut, which we use when- 
ever it is possible to use half-tones, is an exact 
reproduction of the photograph of the babies. 
These children are twins, and, contrary to 
the general belief, both are girls. Except for 
a slight touching up, incidental to the repro- 
duction, the face of the smiling one whose 
mamma used the right soap, is a correct por- 
trait. It did not take long to discover that we 
had made a hit with this picture as an ad, so 
that we have used nothing else since. Our 
trade-mark is the design of a monogram and a 
sheep on each side of it with the words Zwes 
/t, and this appears on our wrappers. But 
people have identified the soap so thoroughly 
with the two children, that we have n 
obliged to print the popular yicture on the 
reverse side of the wrapper with the direc- 
tions for using. People don’t seem to be 
willing to accept the soap as genuine without 
the babies. So much for the value of an 
original and exclusive idea or design in ad- 
vertising. 


IN THE “L” TRAIN. 

Sometimes a man throws his morning paper 
down on the seat and leaves the car. 

Each man that has no paper wants it, and 
each man would grab it if alone and unob- 
served. The man who appears to be looking 
out of a window in the opposite direction is 
the man who sees that paper more distinctly 
than any one else. And he being the man 
who seems least interested in it, is really the 
man who wants it most. 

As soon as that paper is thrown down it 
becomes an object of interest. The man who 
never ba or reads a paper wants it, and 
wants it badly. The man sitting next to it 
looks straight ahead, and doesn’t seem to 
know anything about it. But he is just 

uivering with excitement. He is wrought to 
the highest pitch, and is prepared to grab for 
that paper just as soon as the man on the 
other side of it makes a similar attempt. 

Just at this period a man sitting opposite 
the paper —_ it a sharp, excited look, as 
though he has seen his name printed wrong. 
Then he gives another sharper look, and his 
eyes snap with excitement, and he reaches 
over and picks the paper up to see if he is 


> ? 

ou can tell by the way he handles it that 
he never paid for it, and he gradually gets it 
up in front of his face and turns it at inter- 
vals, and is as much at home with it as 
though it is hisown. And the other men look 
at him sourly, and — condemn him as 
being Jargely porcine in his nature.—Pear- 
son's Weekly. 
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THE WAITER’S INDORSEMENT. 
New York, March 24, 
Editor of Printers’ Ink: Oh siss. 
Don’t you think this waiter’s indorsement 
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YES, SAH, MOSTLY 
LONDONDERRY’S LITHIA WATER, 
SAH! 


I’se been Waiter in de best Clubs and Res- 
taurants, Sah, and always found gentlemen 
called for Londonderry Lithia. You see, Sah, 
it not only am the best, de most pleasant tast- 
ing water of de lot, but de Lithia helps de 
system. Some places try to make customers 
take other w: dey am cheaper, 
Sah; might as well drink — as dose. 


| Ob Sah, thank you, Sah, knowed you’d 
° 7 with do hest. “ 
| ALL DEAL 
or SHINN & CO., Agents, 231 Dock Street. 


% Gailons still water 
or Quarts and Pints sparkling. 











is a very readable and mer % ad? 
A. D. Jonngs. 
oe 


THE ADVERTISING AGENCY. 


The agency is an absolute necessity, in 
some form, to the large general advertisers, 
and even more so to the small and the occa- 
sional general advertisers. Merchants, manu- 
facturers and dealers who hope to do a gen- 
eral trade with people widely distributed 
cannot place their advertising direct. The 
mere clerical labor attending that is too great, 
and the —— would be so heavy as to pre- 
clude it. The cost of the advertising would 
also be very much greater. It is one of the 
anomalies of the condition of things that 
publishers exact higher rates of advertisers 
who attempt to deal directly with them than 
they are willing to accept from the agencies, 
—Newspaperdom. 


Cae NE Me sere 
FORCE OF HABIT. 

She was a smart and pretty girl. She 
wrote the advertising for a large dry goods 
concern in town. Her mind used to run so 
much upon her business that one day, when 
she wrote to her lover to meet her that night 
at home, she unconsciously added as a post- 
script: ** Come early and avoid the rush !” 

——_~+or— 
I WANTED trade and had it not. 
I advertised, and trade I got. 
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MUNSON PHONOGRAPHIC NEWS AND TEACHER. 301 





NEW “EAR’S RESOLUTIONS 














THE TRANSLATION, 
office boy resolves—to kill the boss and 
wi 


marxs Se ee st The typewriter resolves 


—to e immediately 
the office boy, The boss resolves—to “ fire” ’em 


The Munson Phonographic News and 
Teacher, issued by Walworth & Co., 108-110 
East r2sth street, New York City, completed 
its tenth volume with the March number. It is 
a handsome monthly publication, containing 
thirty-two pages. Sixteen of these pages are 
wholly in engraved shorthand—a larger num- 
ber than appears in any other periodical. 
The News and Teacher circulates among 
those interested in shorthand and type- 
writing—stenographers, teachers ana students 
—and isa valuable medium for advertisers of 
typewriters’ supplies, books,”etc. 


A SUCCESSFUL SOLICITATION. 


The Parson—I beg pardon; you are a com- 
mercial traveler, and as we are publishing a 
little temperance paper here, the Temperance 
Clarion, 1 thought perhaps your house 
might give us an advertisement. 

Fhe Traveler—Why, certainly; put us 
com fora page. I’ll send you the copy by 
mail. 

“Thank you. What generous firm do you 
travel for?’ 





“Oh, I travel for a St. Louis whisky 
house.” —A mierican Commercial Trave er, 
Chicago. 


—__+-+- 
SHOW WINDOWS. 


What the advertisement in the journal is 
to a more extended circle who receive it, the 
show window is to the people in the imme- 
diate vicinity. A poorly-arranged window 
will not cost any less for rent than a well- 
arranged one, while it does not help to pay 
the rent as the latter will. —Shoe and Leather 
Facts. 





—_—_—_+o>———- 
AN AGE OF MERCHANDIZING. 

We are living in an age of merchandizing. 
The successful merchant gets just as muc! 
discipline as the lawyer and doctor. His 

ray matter is of just as high order as his 
Golbers’ in other professions.—Dry Goods 
Bulletin, 
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Medicine for the Million. 


A POPULAR PROPRIETARY MEDICINE SOLD AT RETAIL FOR FIVE CENTS A 
PACKAGE—THE FIRST EXPERIMENTAL STEP IN A DIRECTION THAT MAY 
LEAD TO A REVOLUTION IN THE TRADE. 


A New York company of manufacturing chemists, the Ripans Chemical 
Company, placed upon the market about five years ago a medicinal tablet or 
“tabule ” com of compressed powde: preparations of certain med- 
icinal drugs which had been ascertained to be of more general use among 
medical men than any other, for the cure or alleviation of such ills common 
to man as have their origin in an im: digestion or weakened capacity 
for assimilating food, absorbing nourishment and eliminating waste. The 
catalogue of ills included under this head is said to include pretty nearly 
every disease for which the aoe is called upon to prescribe. In pre- 
paring their standard remedy for the acceptance of the American people 

he company laid down the principle that everything entering into the 
packet should be of the highest grade, and so ae a pe and protected as to 
retain its qualities intact and unimpaired ugh any extended lapse of 
time in any climate. Only the choicest drugs should be used, their prepara- 
tion should be in accordance with the bene gmap ae methods of modern 
science, the tabules packed in protected by absorbent cotton, and se- 
curely corked. Even the corks have been of a grade so high in its re- 
quirements that no manufacturer of these every-day stoppers could supply 
more than a small proportion from his output that would meet the exacting 
specifications. The glass vials were in turn packed in boxes of a quality 
not surpassed in beauty and perfection of heen ap 7, those used by 
the most fastidious dealers in jewels and ornaments o go id. Having set 
their h standard, and never consenting to vary from it, the proprietors 
reso! to the accepted modern methods of making their commodity 
known, and seven hundred thousand dollars invested within five years in 
newspaper advertising has informed every American citizen concerning the 
superior and 8 sing qualities of Ripans Tabules. 

Being thoughtful and painstaking observers of the changed conditions 
that sweep over the commercial world, and careful to note every circum- 
stance having a bearing upon the successful prosecution of their trade, the 
managers of the company have noted that there is a present insistent de- 
mand for a lower price for every article that reaches or approaches an uni- 
versal use, and that the people, although requiring the best of everything, 
resent being called upon topay heavy perecmnnass or superfluous wrapping 
and packing or unnecessary protection against deterioration that might 
result in years, but is needless in the case of a purchase intended to be con- 
sumed in a week. It has also been discovered, and proved by the test of 
time and actual experience, that these Tabules do not have the tendency to 
loss of qualities or diminution of excellence from exposure that might at 
first have been expected, inasmuch NL favorable conditions, those 
that have lain loose in a drawer, a trave' bag or pocket for several weeks 
or months are found to be practically as fresh and as efficacious as ever. 

Acting wo these suggestions, and noting particularly the unimpaired 
prosperity o t newspapers now sold for a cent instead of the old rate 
of five times that amount, and the general tendency in all directions toward 
low rates and increased sales, the company have entered upon the experi- 
ment of ms up Ripans Tabules in teboard cartons, which they will 

e trade upon terms which will permit of a package being sold by 
the druggist or storekeeper at a price lower than ever before adopted for a 
propessasy medicine—FIVE CENTS—ten tabules, or doses, for one-half a 
cent each. 

The company will not discontinue the manufacture and sale in the form 
with which the people have learned to know and value the he ge Tabules, 
but will offer the cheaper sort—experimentally—for the benefit of such as 
may desire them. It should be plainly understood that the quality of the 
mesicine is identical in both sorts, the only difference being in the form and 
comparative cost of king or putti ‘3 The five-cent packages are not 
yet to be had of all dealers, although it is probable that almost any drug- 
gist will obtain a supply when requested by a customer to do so; but in any 
case a single carton, containing ten tabules, will be sent, postage paid, to 
any address for five cents in stamps, forwarded to the Ripans Chemical Co., 
No. 10 Spruce St., New York. Until the goods are thoroughly introduced to 
the trade, agents and peddlers will be supplied at a price which will allow 
them a fair margin of profit, viz.: 1 dozen cartons for 40 cents. 12 dozen 
(144 cartons) for $4.32. 5 gross (720 cartons) for $20.52. 25 gross (3,600 car- 
tons) for $100. Cash with the order in every case. 
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After the ad is answered—what 
then? Do you get the full benefit of 
your ——— Do you follow it 
up closely? Do you hear from a 
man once and let him drop? Do your 
old customers come back regularly, or 
are they slipping away from you ? 

May be your magazine, trade paper 
or newspaper space is used judicious- 
ly, but still does not pay because it is 
not properly supplemented. I can 
make your advertising more profitable 
by chdwing you how to follow it up 
in the right way. I can give you a 
system of printed matter, letters, 
booklets, etc., that will pay. I am 
not guessing about it. I say what I 
know. I have done it. I am doing 
it for others, I can a a system 
of work that can be attended to by an 
office boy, This is perhaps the most 
important service I can perform, It 
is work that requires exact knowl- 
edge, unusual skill and concentrated 
application. Properly done it is im- 
mensely profitable. Improperly done 
it is worthless, I haven’t time to do 
this work for everybody. I wish to 
hear from men whose advertising is 
important. 

HARLES Austin Bares, Plans, 
advice, writing and illustrating for 
advertisers, Vanderbilt Bldg., N. Y. 











go 
ONE TRICK THAT FAILED. 


To the private office of a prominent jew- 
eler recently entered a middle-aged woman, 
richly caparisoned in flounce and furbelow. 
She held in one hand a diamond earring. 
With entire coolness of demeanor, she said: 
“*T lost the mate to this. Will you be kind 
enough to tell me what it will cost to obtain 
another exactly like it ?”’ 

The jeweler eyed her keenly and then said: 
“ Madam, where did you lose your earring?” 

The effect of this simple question upon the 
woman was surprising. She was evidently 
unprepared for the query, and there was 
certainly something in it that disturbed her. 
“It makes no difference where.I lost it,’’ she 
answered in a sharp tone. “ What will it cost 
me to obtain another exactly like this ?” 

“* Did you advertise for the one you lost, 
madam ?”’ persisted the jeweler, blandly. 

‘* What has that got to do with the mat- 
ter ?”” she replied in an an tone. 

“Well, madam,” was the smiling reply, 
“*if you advertise for the earring which you 
lost you might recover it, and then you would 
not be placed under the necessity of ascer- 
taining what it would cost to replace it. Ad- 
vertise first, madam, and if you do not re- 
cover the jewel, come in in and I will 
answer your questions.” ye this the 
diamond dealer politely bowed the woman to 
the door. 

“* Why will women lie in such small affairs,” 
said the jeweler wearily, ‘“‘and why will 
nearly every purchaser of a diamond look 
upon the merchant with whom he or she deals 
as a rascal? That woman hasn’t lost an 
earring. She has purchased a pair, perhaps 
on trial, and she will go to nearly every jew- 
eler in town with that pretty lie and endeavor 
to get a price upon that stone. It is one of 
the finest of diamonds, and evidently came 
from one of our leading dealers, whom she 
insists in beiieving is engaged in a scheme to 
rob her. The chances are that she will 
eventually get in the hands of some un- 
scrupulous merchant, whom she can find even 
in big stores. He will tell her that the stone 
is ‘ off-colored’ and contains a flaw. He will 
show her a poor diamond of the same size as 
the other, and fix upon it a price which he 
knows is less than the fine brilliant could be 
sold for. The result will be that madam will 
send her fine brillants back in rage and take 
the inferior stone for twice what it’s worth. 
This evil has grown to such an extent that it 
is sometimes impossible to detect the fraudu- 
lent character of the stories brought us. 
They are all very ingenious. As a result big 
houses, except in rare cases, refuse to place 
prices upon jewels brought to them.”—PAiv- 
adelphia Times. 





WORTH A GUINEA A BOX. 


Mr, S——, a chemist of Liverpool, received 
a bill for the amount of twenty-eight shil- 


lin from Mr. Thomas ham, St 
Helens. Mr. S—, being at the time = 2 
cuniary difficulties, pondered for a consider- 


able time how to meet the demand. At last 
a bright idea flashed across his mind, and he 
said preety: 
“Yes, I will send Beecham a box of his 
own pills—he says himself they are worth a 
guinea a box—and seven shillings in cash.” 
This he did. In the course of a few days 
eat was the surprise of Mr. S—— to find that 
Beecham had forwarded the receipt, at- 
tached to which were the words, “Cash only 
in future. Thomas Beecham.’’—Fearson's 
Weekly. 
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BUSINESS FROM CLIPPINGS. 


Not long ago a little item about a new 
school house appeared in the correspondence 
of a Michigan newspaper ; the paper went to 
Boston, where a clerk with a pair of scissors, 
dutifully scanning its columns, cut out the 
innocent two-limer, pasted it on a slip, filled 
in some blanks, and forwarded the slips to a 
large furniture firm in Chicago. The furni- 
ture firm sent the slip to their traveling man 
in Michigan, and that man went to Benton 
Harbor, inquired the way to Oronoko, and 
en aged a livery rig to drive him to the new 
school house, in hopes of selling the school 
board the furniture for their house. A little 
round-about, but quite unique; and this is 
only another illustration of how business 
mn in this age “ get there.’”” Another firm 
who deal in another class of goods may pa’ 
the bureau for information regarding possi- 
ble openings in their line, and soit goes. The 
man who does business nowadays must go 
after it, in some manner, through the newspa- 
pers.—Clipping Collector. 

++ 
THIS YEAR’S GRAND CIRCUS POSTERS. 


“The circus printing for the coming circus 
season,”’ remarked a clerk of the Congres- 
sional Library, “ will be specially fine. The 
corporation which owns the two big shows 
has spent a t deal of money in getting 
out its show bills for fences and windows. It 
copyrights all the printing, and as it comes 
in day after day now for copyright we havea 
chance to see it in advance of its posting. 
Most of the printing for the entire season has 
already been done, and is being prepared for 
shipping to the sections where it is to be 
posted. There has been such an advance 
made in show printing that the most elaborate 
displays do not cost over one-half what the 
same character of work did a few years ago. 
The competition in this work is enormous. 
Buffalo still has the most of it, notwithstand- 
ing all the efforts of other cities to capture 
it.”—Washington Star. 





IT PAYS TO BE HONEST. 


A short time ago the Rome, N. Y., Sen- 
tinel published an article offering to pay the 
sum of $500 to anybody who cou show that 
the statements of its circulation, as sent out 
from the office, are exaggerated. The Dr. 
Miles Medical Company, of Elkhart, Indi- 
ana, were so impressed by the article that 
they had 10,000 copies of it printed, and are 
sending them to the newspapers in the 
United States as inclosures in their letters. 
These printed copies are headed: ‘*Go Thou 
and Do Likewise,” and at the bottom are 
the words: ‘It Pays to be Honest.” The 
Miles Medical Company is a large advertiser 
in the country. It does its advertising sci- 
entifically and makes every dollar count. 
Its Se mp of the value of accuracy in 


circulation statements is the result of a wide 
experience. 
o | 
NAPOLEON. 


In Paris, the manager of a clipping bureau, 
whose —- reads all the papers of the 
world, recently made a calculation as to who 
is oftenest mentioned as a public character, 
Napoleon I stands first, although this is 
ne ably in consequence of the passing 
ashion of things Napoleon that set in some 
time ago. Then comes the Emperor of Ger- 
many, then Prince Bismarck, and in the 
fourth place Mr. Gladstone.—C/ipping Col- 

ctor, 

















BUT HE CAN’T ADVERTISE. 
A physician sits in his office chair, 
And there broods on his face a look of —— 
While = groans and wails and tears at 


hai 
* Alas i ‘and alas ! and a lack !”’ he cries ; 
‘* Surely fame and fortune would both arise 
If old Ethics would let me advertise.” 
At last a bright thought comes into his brain ; 
Says he: “I must ery that old racket, ’tis 
plain ; 
It worked O. K. once, and I’ll work it again.” 
He wrote half a page on “ The Evils of 
Pork” 
And the case of a man who swallowed a cork 
And a spoon and a knife, but got stuck on a 


fork. 
Told how he cured an imprudent fellow 
Who swallowed entire a gingham umbrella, 
And brought it intact from the patient’s 
patella. 
The newspapers all extended their thanks ; 
He opened accounts at the various banks ; 
He’d baited with Ethics and caught all the 
cranks. —Chemist and Druggist. 


Classified Advertisements. 


Advertisements under this head, two lines or more 
without di: y, 25 cents a line. Must be 
ha in one week in n advance. 
WANTS. 
1% vA mail order is. No fale. Send lists. 
W. DECKER, Newburgh, N 

LF-TONES, 1 aa 2 eol., BUCHER 

H*tNoRavinG CO.; ’ Siume tt 





D. LA COSTE, special né resent- 
e ative, 38 Park Row, NewYork I ies only. 


| cae a that lead in their locality represented 
H. D. LACOSTE, 38 Park Row, New York. 


W 4XTED_ Correspondence from es wish- 
ing toadvertise. JOUR JOURNAL, aie, N.Y. 
DArztOr (Ohio) MORNING TIMES and EVENING 
NEWS, 14,000 daily, create a “ want’ for prop- 
erly advertised goods. 

W ISCONSIN AGRICULTURIST, Racine, Wis. 
Advertisements at 20 cents a line for 25,000 

on, guaranteed. 


Wey Patate but not used 
— w. 
182 Monroe! st, 


marr young, ng, capable new: rman, 
M a. erp oe is at’ libe iberty. 
” Printers’ Ink. 
qrrvanow omnia = @ first-class Linotype 
«) machinist; Sp ht years’ experience. Address 
“TYPEOLINE,” inters’ Ink 


\ TANT =-corechans and novelties for my 
mail order business. Send samples, prices, 
etc. F. B. TE EL, Hurleyville, N.Y. 
> REE—Specimen copies, sw sworn statement and 
other particulars ut the Washington 
(N. J.) STaR; sworn average circulation, 2,784. 


a 1 =. re RY one. $2; in large 
orders 2 ce at, neh. Send for 
a to BUCH ER ENGRAVIN 


is; send 
. PARKER, 





CO., Columbus, 


\ N Eastern representative for an illustrated 
rs historical magazine with a teed cir- 
Fantion Address GEV. L. TO ES, Bus. Mgr., 


\ TE will reproduce ¢ any ‘cut printed Mins « = 
white paper, 1 column for 50c ee 
. per square inch. BUCHER ENGRAVING 
Go. obfemies, 0 
\ TILL trade drug store worth $3, r half 
interest in re r north o} Ohio’ vars 
torial ~~ de- 


wish to manage t 
partments. Lock Dox 5 75, Ashland 


( ‘AN you handle business end of a daily with 
a job plant in city of 25,000! Established 4 
mo - tak Excellent lent procnects- 


you on have $5, ‘F. H.,” 104 
Bldg., 


PRINTERS’ INK. 








31 
r ee ermpeng poe. ¥ Ohio. 8,400 d.. 
r'% i roan” etverticments 


or cataeg, ond and from $5,000 ton to ponds caplad 
D 
can find first-class o io boo me 
interest in an estat Iya ot wot 100 in- 
habitants. Address “ LEADING,” ters’ Ink. 


A NO. 1 advertising solic pomsettor: and saccvestul 
writer of ad » Wi t first-class o 


> 
SPECIAL WRITING. 


A WEEE ; original editorials for weeklies ; ; 
full ae ot * PITT,” Printers’ Ink. 





PRESS CLIPPINGS. 
GS wrames CLIPPING BUREAU. Attaatn, = 
Press clippings for trade jo 
+o 
WINDOW DRESSING. 
H*inc,'s me JOURNAL OF Simsom DRESS- 
A publicat lustrated 


G, a mon' 
displays. Send 2 ‘conts for trial 
copy. 1258. Ohare St, ” ‘Chicago. 





AD VERTISING AGENCIFS. 


NY sopegeite advertising agency will guar- 
Aa the circulation of the WISCONSIN 
AenasuLrunaee, Racine Wis., to be 26,000, 
he ou wish to advertise an onguing onyweere 

— time, write to the 
ADVERTISING CoO., 10 Spruce St., New York. 





— tee 
STEREOTYPES. 
ve don't have to to chit shows bases if you 


vepeper ol 
Just 

AN PRESS “ARSOCIATION, S047 Park Place, 
New York. 

BOOKS. 


ReRccEvRs- ‘Intelligent Ad vertising ’’—ten 
cents. F, B. BAGLEY, Box 91, Phila. 


| Var ~~ SIGNALS, ,& manual of practical hin 


advertisers. Price, mail, = 
cents. Address PRINTERS’ INK, 10° Spruce S8t.. 
New York. 


yn The tirst Annual Directo: 





is to be issu 
“5 &10 cent” stores w 
be any A surface 8x5 inch a yt 
page nting surface 3x5 inches ‘or further 
particulars a seiees ebdress > ae MALLETT. 271 Broad- 
way, New York. 





MISCELLANEOUS. 


MPS—65 twos will bring “ Intelli 
tising ” by BAG , Box 91, Phi 


TA 
S 
a. SGREOULTV RIE, Sesten, Wis. 


W 
tn Wine Bete ier DaPer Printed 


LL live printers 3, should have the “Rapid 
é Btching Process”; full : 


instructions o— $1. 
or 2c. stamp. PAUL B. HASKELL, 
Ashland, Ky. 


be aT advertisement solicitor and writer, 

8 years’ experience, wants position with 

reliable newspaper or retail house. Makes writ- 

in of catchy sa stro feature. Address 
HANGE,” care Printers’ Ink. 


E VERY ad writer and advertiser is interested 
4 in getting printable cuts. So many 

muddy and vague. the require- 
ments of advertisement illustrations are our 


We are ers as well as en- 


‘an Adver- 





esi 
shoulder the entire burden of your 


say the word. Send for 
BSS Fi CHIeAGO PHOTO ENGRAVING 
a pric Ave., Chicago. 










AMATEUR SPORT. 


GOLFER, 234-236 Congress 
++ 
PRINTER: TERS. 


T= LOTUS PRESS (artist 
23d St.. New York a Oty. 
vertisement Constru 


(See ad pra andor "Ad “ad- 
Nore: Bmee, gure cavalones, ae, 2 yer per 
is, $1.50. 


ae ae denice i invited ; pe AY 
L on & 
— and c than 


W eo A ac beter is half-tone, wood and gine © 
geri ENGRAVING CO. ® fitth Ave, 


UK name engraved on on a copper p! 


ore dollar bil. ited from it, ment post 
Bach fors ollar bill. lines on plate, 25c 


satisfaction teed. 
KLIN PtG, AND =. (G-00., Tofed 0, Ohio. 


A DVERTISING NC NOVELTIES. 


DVERTISING novelties wan m commis- 
_ ‘as sideline. “SALES,” ee interes’ Ink. 





purpose of inviting anno’ ments 
For of Naverthing Novelties, likely to "to benefit 
reader as well as adve es will be in- 
serted under this head once tor one © dollar. 


| Bag AA time and mo imenw « lhe aes thread- 
bare ad methods. 


wand 

a how success. Send for booklet “THE 

PETTIBO E BROS. MFG. CO., Cincinnati, Ohio. 
car 


Y ARD sticks—the thing for sane: 


a stores, etc. We a & 
wood 


whistles, f DV. HOUS 
whistles, fans, etc. DRUFF. "ADV OUSE, 
Ravenna, O 

LECTRIC win w attraction , conceded by ex- 


the e ii 

P. THOMPSON, 201 Inter-Ocean Bldg., Chicago. 

pr=aan and others | others seeking something 
“y4 


and Pe a= © for premium 
Clerea,” the Nat ational Bi cycle Game ae —_ 
cycle e, paten' 
ed. prepared to make e you 
oposition, “ CYCLERKEA ” MPS. Co., New 
ork City. 


ILLUSTRATORS AND ILLUSTRATIONS. 


SENIOR & CO., Wood Engravers, 10 Spruce 
H e S8t., a York. Service good and prompt. 
| By -- ry 


ete., since 1880; ink sg col- 
TORT St., N. Y. 
| ANDSOME illustrations and initials. Send 1c. 








ACAP, East 175th + 
pamphlet. AMER- 


ICAN ILLUSTRATING CO. Mewar, N.J. 





M4e22 AKE rer own advertising, illust; , em- 

as Oe Engraved in one ute. 

+e echin rticulars for stamp. HENRY 
HRS, 246 East 33d S St. New York. 


AN 24 without a cnt is like a picture without a 
me—lacks a great deal of force and at- 
pot a We are —- of ne best — of 


adv: vertising e ri 
able. THE cuic AGO PHOTO ENGRAVING CO 


th Ave., 
ft = you use OR gen use good ones. Their 
is ealy s a gyn of the bee 8 connected 
with h the ad, boo r circular. I can 
make Mectesaon for one "dollar, one suit- 
able for any ordinary ad for three dollars, and 
for ten dollars I can put a lot of work on a draw- 
ing. If you have any work of _ kind write 
me out your idea ood I will sen ‘ou a pone 
cotee of it. EVANGELINE DEMING" 
Montclair, New Je 


PRINTERS’ INK. 


HALF-TON TONES. 


$1 5 HALF-TOUNES—“a wonderful price if 
i the half-tones are 1-4 the 
aa 1 are right dane bject, Sear d 
je column half-tone o' sul e an 
-y- A 1.50, and 15 cents per 
o'er any aiyle of engteving~ 
rite us or any Ryle of “TE 
half-tone, wood-cut or zinc etchin: E CHI- 
CAGO \O PHOTO ENGRAVING CO., 79 Fifth Ave., 
Chicago. 








SUPPLIES. 


AN BIBBER’S 
Printers’ Rollers. 


INC for a . BRUCE & COOK 190 Water 
ork. 


8t., New Y 


ei = The leaders of type f type fashions. AM. TYPE 
FOUNDERS’ CO. Branches in 18 cities. 


Sy ee Found ec _ 
inl boctionn rs, 200 Clark St. 

ame a ongee z plates. We sate 

Cs mF old plates at mon 

prices. “HIRD MFw. }- CO., Cle eT elaine re) 


er estes linotype an and e 
per annodes ; zinc inate for Feet. 
ENCHANT & CO., Inc., 517 Arch St., Philad 


ni 
es 


v3 PAPER is printed with ink manufact- 

ared by the W. D. WILSON PRINTING INK 
CO., L’t’d, 10 Spruce St., New York. Special prices 
to cash buyers. 


Fos es like fo, look at pictures, and siware 
fact makes an illustration de- 





sirable in hour, fT -- TF, you put out. We 
employ skilled designers and vers—men 
who have all their lives done nothing but their 
specialties, and are og $44 as near human 
pacpeceos as human sk skill can be a This ee 
ive you iow res, " 
CA PHOTO ENG GRAY Ika CO Fifth Ave, 
Chicago. 
FOR SALE. 


5a frectooment, Vie. WISCONSIN AGRI- 
lines. 50,00 50,000 copies 


CULTURIST, Racine, Wis 
$1 BUYS 4 
WOMAN’S WORK, ORK, Athens, 
;OR ovine Palen paying week. porepe 
he ta Ciara Eeckly pe Cal. 
Box $211 Los Gatos C 


Fo SALE—One a Otto 
gine. - as new, price $600, 

Chambe: wepeper folder. 

JOURNAL CO. ansville, Ind. 


Sawereran folder for $50. Within be 
ext 30 days, publishers ed wane = 3 ET, 
fold folding machine, can secure 
Write for particulars. BASCOM FOLDER C CO., 9 
Sidney, Ohio. 


Fo SALE Paying Hp yn weekly in 
New York State. Only rintown. Fine 
country surroundings. lacus a run of job work. 
reasons. Address “SLUG 9,” care 

Printers’ Ink. 


Wr aeRLY I Democratic pap paper in town of 7,000, 
tral New York; splendid eRe ton 

on or right man; present owner compelled to re- 
for Hicul ars. L. 


BIRDSEYE, Pe Bie ‘Ave., New York. 


p42 and weekly Kepub Bepebtienn newspaper in 
town of 8,000 population in Southern New 
York. Office finely equipped. Field exceptional. 
— 5 in ra. Good_reasons for sell- 
ing. H. E. C.,” ” care Printers’ Ink. 


pee sale vod a@ bargain, one Thorne, minion, 


proven 


r in 
Address 


also ons Fa a 
yie 
EVANSVILLE 





ing, ninety channel machine. which 
has been in use about two years. Will sell at 
great n because of reducing from three 


rgain 
machines to two. Address “DAILY PAPER,” 
care of Vrinters’ Ink 


IRINTING PLANTS— Ee Everything for the print- 

er; bat in quniiy, best ie value. Why buy 

the second e best costs no more ! 

AMERICAN TYPE POUNDERS CO., Boston, N.Y., 

la., Balt., Piéts..Cleveland,Cinn. ‘Chicago, Mil.; 
St. Louis, Minn., Kansas 


Omaha, Denver, 
Portland (Ore.), ‘Frisco 


y everything in one 


, and save money and A sy 




















ELECTROTYPES. 
mak the best interchangeable plate and 
base on the market. pipe He 
THE E. B. 8 iN he 





TH 
., 79 Fifth Ave., Chicago. 


vertisi 
ENGRAVING 





ADVERTISEMENT CONSTRUCTORS. 
J CUTLER, Writer of Advertising, New- 
ton, Mass. 


J ED eqganone Arbuckle Bldg , Brooklyn, N. 


ante 
T™ ay ee Pie piven 
ing = 9, 
article on advertisemer 


= 8 B. BAGLEY, Be Box 91 
EE ent writing = 
AUSTIN BATES, 3, on page 29 of this issue. 
4 TRIAL ads for $1 will convince. re + 
WOOLFOLK, 446 Main 8t., Louisville, 


ILLAM & SHAUGHNESSY advertising Bu- 
reau, 13 Astor Place, Ney New York. Write 


GRnsienebssur ae 2? 
ERED CO : ds, 10 cuts, ies, gus. whee 4 wy 
T= LF writer of excel medical and 


atvereania Ty - free. 
ULYSSES G. MANN ING, South Bend - 
Ww not use gees od outline cuts ware you = 


er a, dimen R. L-CURRAN, Nassau St., New 
GS advertised m: 


bk yo 
eo d full informa’ ition worth a 
yi ag w. CHANDLER STEWART, 4114 
Ave. Philadelphia. 


IVE concise ads, that say little and say it well, 
for 2c. stamp and full data. Send on ac- 
01 iP an 


ance, or return theads. W.S. HA 
Fairm: , Philadelphia. 


ount Ave., Philade! 
Bd Moo charge for writing an 8, 12 or I6-page 
to any one for whom I have 
one ; this includes il on for cover. 
EL CviEAR, tn Nassau St., New Yor! 


ty. a, oe caning rep on “ petinns 
Weitin regulasty in PRINTERS’ 
pad Ful about business of 
AU! , Vanderbilt Bildg., New 
m3 this 


. Talk numbe bagpne an gaan 


sure of our our position when we vayhn it 
to use the best printi i there is to 

ion isn’t founded « on theory, pat 

us we are 


W's. are 
had. bar) 

rig S| ve prin for tell weare ‘ht. 

we “9 us 

4 re business men to any! kind of 
ting a trial. —e 

pes too small to haggle shows, ie 4 so insig- 

pect thatan fog end = _ we So ee ax us 

fail es de we our p 
pen to fail, it is dead certain that poor srinting 
vee have failed too. AY you see 


vr rH, isn't * going 
THE eLOTOS a {ut Wea masts N. ine Cie 


PARING adv: ertising matter is my sole 
re ness. My jes are eae i 
on technical su m 
Sppeal vice: ab ic. Medicine, 
d emicals, electricity, patents, novelties 
are --t I do well with. 1 prefer to work for 
hig! le ob, to being muc'! 
hurried, and es. I have 
an me who is an artist and rec- 
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ADDRESSES AND RD ADDRESSING. 


pa ior ie er 
ADVERTISING MEDIA. 
| | Seemmaied (MAINE) DAILY STAR. 
WORDS, 5 times, % cta. ENTERPRISE, 
40 “Bree Brockton, Mass. Circulation 7,000. 
oungaTOws (0.) 0 )VINDICATOR, 8,400 d., 6,000 
w. H.D. — Park Row, N. Y., Rep. 


uy adve: in PRINTERS’ INK 
amount of eid $10 is J eutitied to receive 
_, era 


e 
the pane “~~ one 
Ohio 
ats Nonsane Teas 


Les Lit eotaide Gictonat 7 
table customers 


AWYERS are sure pay—p' pay—pro 
—* Selected Lists” =o the best. Ad- 
dress “‘CO-OPS,” Rochester, N. Y. 
= as gS a, 60,000 inched by 
ved receipts. 
THE NEWS COMPANY, Joliet, Ill 
[* all America ca there are only ape semi-month- 
lies which have so large a nm as the 
WISCONSIN AGRICULTURIST, Racine, Wis. 
l arto COURIER. 3t y 3l years ae Has a vil- 
n around Detroit greater 


dan alpaleren weekly. "Ad? Ad sens yyy a4 
T;=s GENEVA DAILY TIMES, only f daity in On- 
io County. Circulates 





va soy Lo wns. Sub- 

scription price rmers @ year. 

adv Prtising medium in at TE MA 

ay PAST, > jock 

ay 108 E. t., 

any. oo parti address a 
NK WINCHESTER, 10 Spruce S8t., N. Y. 


'O reach the val Sound shore of West- 
y te +, use thi 
N, Y., ENTERPRISE. 60 cols. weekly. Adverti 
rates and sample copies sent on application. 
I ILLBOARD ADVERTISING ee ate 
billposter, distributor, sign writer, 
poster p: nter and fair in the U. 3. and Canada 
m’thly. Sub’n $1 per yr. 25c. 25c. line. Cincinnati,O. 
BRits.2 weekly jou journal for advertisers. It 
conte hs hic juctions of the 
best retail ad nts to 


vertiseme found in the va- 
fone + ¥~ of the English- world, 
er with many hundred excellert 
tine for catch-lines, reading matter and 
ical display of adivertisemente. The on y 
omnes in the world devoted exclusively to re- 





oo gy and to the —— oan write and 
ir ads. iS. sugges- 
tions f 4 —— from it. Subscription, artes s4 
Sample copy of Brarns free. A 
fig ra rates on a plication. "BRAINS PUBLISHING 
Box 572, New York. 


Gop HOUSEKEE PING, 

__ Springfield, Mass., 
desires good and appropriate “ads,” because 
it gives first-class service and the fact that it ap- 
peals to the very best class of American house- 
keepers, who are really the buying class. 

It is an axiom that “‘ woman’s taste and good 


judgment unlock the » pocket. book for all home 
needs.” She guides the family expenses and pur- 











chases nearly all the good things for comfort and 
Hence Teach her through Goop 
HOUSEKEEPING. ; 

Published monthly by Clark W. Bryan Co 
Address communications about advertising t» 


H, P. HUBBARD, 38 Times Bidg., N. Y. 


adornment. 
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PAPER. 
oa & co. furnish the paper for 
We invite co md- 


ae Senne. rrespo! 
ence ° with reliable houses rof all 
kinds. 45 Beekman 8t., notte 


PRINTERS’ INK. 


NEW JERSEY. 
‘Die think ot it. the. ed ‘Bank ewo peo- 


ISTER 
more local adve: than other 
oe County oe sts 








ARRANGED BY STATES. 


Advertisements under this head 50 cents a line. 
Must be handed in one week in advance. 





CALIFORNIA. 


Sig aye CALIFORNIA’S matchless paper, 
Los Angeles Toaes., Cire’n over 18,000 daily. 








IOWA. 


D°scgce HERALD, founded 1836. Family 
circulation; up to to date; j circulation steadily 
. Isit increasing. Is it on your list 


YV EEKLY SENTINE 
ata all home irculation 

ly in county. teed by Row- 

SENTINEL is the Suara only daily in one 

of Iowa's peat ‘counties. Rates low, perhaps not 
with half the circulation but 

on circulation, and pay adver- 








om a 
weet 





KENTUCKY. 


OUISVILLE SUNDAY bate 12,000 copies 

each issue. Thoroughly rs the homes 

of the city and waburbe. ow in Ytst —— pyeat. 
rates an TRUTH to 


Send for oe ¢ 
Park Row, New York, Speck News- 

paper Representative. 

THE FARMERS’ HOME —, LOUISVILLE, 


gota te to the better class of farmers and stockmen 
Ss ae — Tennessee every week. It is 


ag as their business Tr. 
was yi: -- sed In Its readers euall 


e 
have omy % Sah ‘they see advertised it 
they w: Semple copy free. 











MICHIGAN. 
HE 800 DEMOCRAT, Sat Sault Ste. Marie, Mich. 
It should be on your 


ETROIT COURIER. a years old. Hasa vil- 
and cire’n around Detroit greater 
than any other weekly. Ad rate 60 cts, per inch. 


“TACKSON (Mich.) PATRIOT, —aeby ag 4 
twice EVENING PRESS. The 


a week; 
} a in their respective ‘fields. aukesive 
Associated Press franchise. 


. Only morning news- 
paper in this section. All modern improve- 
—. The leading advertisers in the country 

orma- 


ro their columns. 
tion of H. D. LA COSTE 38 Pack Row, N. Y. 


MISSISSIPPI. 


HE WATCHMAN 
throughout the } 
pavement 


ee gs Send for * ~£ nie 
ony ar wo the JAS. M. 
Pu shor ¥ Williams cog 


ALKER, 
MISSOURI. 
Jv ANsAs CITY WORLD, dail: ceeding 25,000, 
K SA Sunday 30,000. — 

(QAZETTE, West " Mo., ad ending pape A 

un! Bot 5 ng an nddfese - 
ct in’ Weet r rate, ct 

pia WINCHESTEN, 10 ess ‘st. 























ee ap 











NEW YORK. ~ 


big a weekly pouaes for advertisers. It 

hot reproductions of the 

best retail advercieckastte to be found in the va- 

rious paniionss ons of the English-speaking world, 
r with many hundred boners 

tions for catch-lines, matter a 

graphical display of alveriemments. “The only 

journal in the world devoted exclusively to re- 

advertisers and dl the men who write and 


set their ads. Printers get ood sugges- 

fo for caeley con it. Subscription 7 bases 4 
Ee Sampl e copy of BRAINS free. 

rates on appli on. BRAINS PUBLISHING 

., Box 572, New York. 


NORTH CAROLINA. 














4 ee —— is not only the onl: as 
Bue‘ he ry a city of 19, pula- 
ton, ut  - hes a larger oy tion -y this city 


r paper. e same is true of the 

Tinea (Weekly) cireulation in ee Coun- 

=. EWS ani combined have more 

¢ reulation — Chariotte a and Mecklenburg than 
pm he Hy hree we rs. Aa ereising. rates are 

reasonab! WD, Editor & Proprietor. 





OHIO. 


on MORNING TIMES, EVENING NEWS, 
EEKLY TIMES-NEWS, 14,000 daily, 4,500 





amine. 
| ae daily and weekly papers in Fastern 
hio. THE VINDICATOR, Youngstown, 8,400 
d., 6,000 weekly. 
(i= PRESS, oes, sup Democratic daily 
in Central Ohio. F. J DELL, sole adver- 
tising agent, Tribune Bldg. ., New York City. 


OREGON. 
‘P.HE SEMI-WEEKLY ASHLAND TIDINGS has 
largest circulation in Jackson County, Ore. 


PENNSYLVANIA. 


HE PATRIOT, Harrisburg, Penna. Forty- 
os year. ’Politics, inddpendornly Demo- 
Leading “> at State capital; 8,000 

daily, 5,000 eekly. es low. Population 54,000. 


O daily in Pennsylvania or elsewhere either, 
i fort 


matter, has a more desirable cir- 
m than the Capeter gee It_reaches 
$2,000 peo; le in the of the Keystone 
State. ALLACE SPRO im Chester, Pa. 
J NTELLIGENCER, Dayo, ,Pa. Oldest 
pers in the county—weekly established 1 
daily, established 3 nchest papers in the 
county 3 ithe onl, journals owning. their home; 
nl rs in the county, 
 raeoeten to pl matter nor patent. 
Send for map showing circulation. PAS- 
CHALL & CO., Doylestown, Pa. 


TENNESSEE. 


HATTANOOGA, Tenn., has 50,000 people. The 
EVENING News has 35,000 readers. It is an 
ip-to date nowspe r, full ‘Associated 4 Press day 

panty Mergenthaler machines, perfecting press. 
rves all nearby towns every day. 
Greatest local circu'ation. Best and lis 

Hf. forvign adver mat gad any paper in the South. 
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O yeagh the 50,000 lead and zinc ans of 
"dan est Missouri, use the columns of = 
Webb oe Daily and Weekly SENTINEL (successo: 
to the Trims). A live, progressive and uptodate 








newspaper. 
MONTANA. 

ELENA INDEPENDENT — 6,240 Daily, 6,240 

Sunday, 3,385 Weekly. Leading ne vspaper in 


entene, towell’s atys 4 Tg it five times 


lena daily. 


TEXAS. 


TH. NEWS, Bonham, Texas, has the largest 
weekly circulation in Fannin Co County. 
D ,AILY AND WEEKLY ENTERPRISE. tazgent 
cire’n in Cleburne and Johnson Co., Texas 


VERMONT. 


TP HE Burlington } FReE Press has largest 
‘l and Weekly circulation in Vermont. 








Daily 

















VIRGINIA. 
Lraescre: NEWS ; only morning p 
tion ; established 1865 ; 
Sunday, 2 ; weekly, 3,000. Let us sub prices 
and papas for examination. 
west of Richmond. H. D. LACOSTE, 
Row, New York, M Fo A 


4 ie = et the fa Paes 
lishes full Associated Press 




















pu full A: 

a live, w family new: q *. — 

agemen tear new and 
nd pe crys ,~ ke e roulation 

t any other Richmond daily. ‘or space 
of H. D. § ACOSTE, 38 Park Row, New York. 

WASHINGTON. 

Gans TIMES. 

Gas TIMES is the best. 





Lf T= TIMES is the home paper of Seattle’s 60,(00 
people. 


GEALEs fetrculat daily. the Towes, has 
e largest circulation of any evening paper 
north of San Francisco. 


WISCONSIN. 
Weer AGRICULTURIST, eon aN Wis. 
nglish ony cultural 


in the State. PCireu- 
lation over 25.000. 


146, 306 Siar in the Co 


eonsin’t St. Paul and 
they reach this section, are from —s 
ane old. or 

hly covers this section. “5 of H air 
LA CO! TE, 38 Park Row, New York. 


CANADA. 


Wee © CARLETON SENTINEL has the . 
cire’n in Carleton county = New Brunswic! 


5,50 ‘Saar 


eee, circulation in “ary Brunswick is 
enjoyed by the PRoGRESS, a weekly issued 
ee John.From Printers’ Inks issue of May 8, 











20 cents a line. 




















ie towns, 


ae on == 
Fitory. than any other MTL EY hee i ae > “ee ~ all 
rlin, Oni 


Pv cnnne etd ISLANDS. 


nee and weekly. ~~ — popular 
per the country. rs the grou P 
coms 


Send for ge Honolulu. H. Tf. 

CLASS PUBLICATIONS. 
og tanertmmette inserted un under this heading, in 
nore" late class, cost 50 cents a line, for each 
pa One line inserted one year, 52 en 


Sor $26 6 months for $13, 3 sponthe Sor $6.50. 
ant weeks for $2. For ti ho does "not 














d the heading he wan anne heading will be 
made to specially fit his case. 
ADVERTISING. 

BRAINS, a veaay Journal for advertisers. It 
contains hic reproductions of the 
best re carartiennense to be found in the 

various penticstions of the English-speak- 


with many hundred excel- 
matter 

= | hical display of vertise- 
ments. The only Journal in the world devoted 
exclusively to advertisers and to the men 
who "ee and set their ads. Printers eaget many 
ggestions Sor display from Sub- 

ociplion a peice | 6 ear. “BH copy of 
Brains free. ng ee on ota Row York: 
BRAINS PUBLISHING Box 572, New York. 
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AGRICULTURE. 
pa AND FARMER, Zanesville, O. 
PACIFIC Ri PRESS. Francisco, Cal. 
WISCONSIN AGRICULTURIST, Racine, Wis. 
RMERS’ HOME JOURNAL, Louisville, Ky., 


So omenky kly to hd thy wealthiest farmers 





CARRIAGES AND ¥ AND WAGONS. 


THE NUB, 247 “Broadway, New York. 
The leading monthly, containing all that 
perteene | te the art of carriage building, 


and ¢' ated all over the world, 

THE HUB NEWS, 247 Broadway, N. Y. 
The only weekly paper published in the 
interests of vehicle mfrs. and dealers. 


DANCING. 
THE BALL ROOM, Kansas City. Semi-monthly. 
EDUCATIONAL, 
a SOUraERS | some. Lexington, 1896, 
6,092 copies = ly. —_ 
cireulation in Ky outside f Louisville. Official 
que EY, Ky. and tate Boards of Ed on. 
and sample “copy free ag ba 
GROCERIES. 
GROCERY WORLD, Philadel ty yr —y Pa. The larg- 
est ion; the most — mar. 
ket reports; e largest co’ id corre 


mdents ay an; Groce aan 
in the world. any ooery Journal pul La 


HARDWARE AND HOUSE URIS. 


HARDWARE DEALERS’ MAGAZINE. 
Pg = its fleld. 
D. T. Mallett, Pub., ., 271 Broadway, N. ¥. 


HISTORICAL. 


THE AMERICAN HISTORICAL Srgste. A 
Monthly Gazette of the La 
Societies ri, ad United States 
_ advert 

Sixth St., » Philadelphia, B 


HORSE INTERESTS. 
COACHING Philadelphia, Pa. 4,000 monthly. 
HOUSEHOLD. 
es COURIER. 31 ye L yoome old. Has a vil- 


en copies. 120 





cire’n und Detroit 
than A ET Ad rate 60c. per inch. 


KNIGHTS OF PYTHIAS. 
THE KNIGHTS’ JEWEL, Omaha, 60,000 yearly. 


MEDICINE. 
LEONARD’S ILLUSTRATED ME MED’L soueme, 
Detroit, Mich., has 1 810,000 each issue ; proved. 


MEDICINE AND SURGERY. 


WESTERN MEDICAL AND SURGICAL 
REPORTER, 8t. Joseph, Mo. 


MINING. 
MINING AND SCIENTIFIC PRESS,San Francisco, 
MOTOCYCLE. 
MOTOCYCLE, 1656 Monadnock Block, Chicago. 
NEWSPAPER CLIPPINGS. 


THE CLIPPING COL! LLECTOR, a monthly maga- 
ee | ay 4 to the collecting of i, aoer 
clippings for pleasure or One dollar a 
year ; ten conte acopy. 81 8 Bes'st St., New York. 

PAINTING. 

PAINTING & DECORATING, 247 Broad- 
way, N.Y. The finest and most complete 
paper published for the trade—one lsane 
worth more than price of o year’s sub’n. 


AUD Reet INDUSTRIES. 


“PRESS—An u -date 
Eat of RP aren ic =, » panies od every 


and ‘only aad, “of its 3 in the 
very week in color. Guaranteed 
pm ky ‘du uring the month to buyers 
than theclaimed circulation of all 
lies in its fleld in America combi 
sample copy, proof of circulation and rates be- 
fore making adve: ertising con: contracts. 


TEXTILE. 


_ TEXTILE WORLD, Boston. Largest rating. 
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WILMOT J. HALL & CO., Druggists. 
To whom tt may concern: CINCINNATI, Feb. 8, 1896. 

We do not hesitate to say that the CINCINNATI POST with its present cir- 
culation of 122,000 copies daily, is one of the most valuable mediums for 
advertising goods that are consumed in the homes, such as all progressive drug 
stores handle. 

We have used the columns of this paper for the past six years continually, 
@ and it has made money for us from the very start. 

We always recommend the POST to manufacturers of proprietary articles 
where our advice is sought regarding advertising in Cincinnati and the coun- 
try tributary to this city, and the sales from goods advertised prove beyond a 
doubt that the POST pays them, which after all is the only true test of a paper’s 
value. 

Past results make us firm believers in the POST’S pulling powers, and we 
do not hesitate to recommend it to any one who has anything of merit to ad- 
vertise. Yours very truly, 


WILMOT J. HALL & CO. 


LELAND MILLER, Dispensing Chemist. 

The St. Louis Chronicle: Sr. Louis, Jan. 31, 1896. 
GENTLEMEN—At the suggestion of your representative, Mr. Carlisle, I 
nt an afternoon looking over your plant, trying to find out something about 
the large circulation you claim. It was a pleasant surprise to find that you 
could so truly substantiate your claim of over 100,000 PAID SUBSCRIBERS. 
Every opportunity was offered to satisfy my curiosity on any and every point 
® in regard to quantity and quality, and to say I was surprised at the magnitude 
of your enterprise with its five perfecting presses, running off papers as fast 
as a small army of carriers and newsboys could take them away, puts it mildly. 
I have spent hundreds of dollars advertising in St. Louis, much of it in 
the CH » and I am fully satisfied, that circulation and what you charge 

for it considered, it is the cheapest and best medium I use. 
Yours truly, 
LELAND MILLER. 


EDWARD BECKENBACH & CO., Druggists. 
To whom it may concern: CLEVELAND, O., Dec. 2, 1895. 

It is a pleasure for us to say that for the last four or five years we have 
been constant advertisers in the CLEVELAND PRESS and have invariably re- 
ceived the best results from same. 

We were slow to make up our minds to take up newspaper advertising 
and somewhat skeptical as to what results would arise from it. But the large 
circulation of the Press (which five years ago was claimed to be something 
over 50,000 copies daily) was something of an inducement for us to become 
advertisers. From the very start we made money out of our advertising in 
this paper. 

We have recommended it a dozen times to manufacturers of proprietary 
articles who have called upon us with a view of placing an order where the 
matter of advertising had been brought up. 

We have only had one instance in this length of time where the adver- 
tiser has been displeased with the results of the Press, and that, in our opin- 
ion, was the fault of the party in question. 

We certainly can recommend the Press to anybody who has anything of 
merit to advertise, and its present circulation of about 75,000 COPIES daily 
is evidence that it reaches the people, and this, we believe, is what every ad- 
vertiser wants, Very truly yours, 


EDWARD BECKENBACH & CO. 
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A JOURNAL FOR ADVERTISERS. 





‘Issued every Wednesday. Ten cents a copy 
iption price, five dollars a year, in advance. 

Six dollarsa hundred. No back numbers. 
in advance, a receipt 
paid subscription from 
1st, 1901) the end of century. 
rom p it is always 

possible to issue a new edition 0 


five hundred 
copies for $30, or S leper number at same rate. 
Publishers di mete subscribe for PRINT- 

Ers’ INK for the benefit of advg. ns may, 
btain special confidential terms. 


has subscribed in his name. 


Every 

sto} at the expiration of the time paid for. 
TION: A ied statement of the 
number of copies printed of every issue of - 

’ Ink for the full year 1895, pre! to 
on file with the Pany & the American 
lewspaper Directory, so e ulation may 
be rated i the issue of that book for 


1896, shows that the actual ave: 

the year was 21,913 copies; 

monthe, 22,434 copies ; for the last three months, 

24,384 copies and for the last four weeks, 27,100 

the year num- 
40, copies. 


ie du 


e 

y opened with nearly ice as many 

names on the vp list as had place there 
the beginning of 1895. 

New York Orrices: No. 10 Spruce STREET, 
Lonpon Acent, F. W. Sears, 138 Fleet St. 

Cuicaco, Benham & INGRAHAM, 315 Dearborn St. 


~NEW YORK, APRIL 1, 1896. 


AN advertiser recently sent a five- 
inch double column electrotype to a 
well-known advertising agency, and 
asked to be furnished with as large a 
list of weekly papers as could be made 
up of such as would print the ten-inch 
ad at a price that shouid not exceed 
one dollaz for each thousand issues, 
stipulating that the basis of price 
should be the circulation rating ac- 
corded to the papers in the last issue 
of the American Newspaper Directory. 
The advertising agent finally submitted 
the following list as the best he could 















do: Price 
per 
Pri circ, 
70. 59 
112) 69 
-- 66. 73 
o 80 
-- 1404 83 
8t. Louis, Repub! - -105.00 BA 
New York :. 35.00 “8736 
San Francisco, Examin 70.00 88 
New York, World -- 70.00 93% 
T jo, Blade........ -- 106.00 9 
. r-Ocean. .. --.106.00 1.40 
Atlanta, Constitution 105.00 1.40 
The agent said, at the time of sub- 


mitting the estimate, that he could 
make a list of dailies more than three 
times as large; and that in his opinion 
daily papers are now as thoroughly 
read as weeklies and consequently 
worth as much per thousand circula- 
tion, if due care is taken to secure 
conspicuous positions. He also stated 
that nowadays the best advertisers 
seem to prefer the daily papers. 
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Persons who have time to decipher 
rebuses generally have little cash to 
spend with advertisers. 


WE believe the present abuse of 
second-class privileges arises from par- 
tiality and incompetency and a lack of 
system in the post-office department, 
and the remedy should first be applied 
there.—LZditorial from Rumford Falls 
Times, March 20, 1896. 





THE Cosmopolitan Magazine printed 
for January, 1896, 300,000 copies ; for 
February, 1896, 310,000 copies ; for 
March, 1896, 320,000 copies, and for 
April, 1896, 335,000 copies. Each 
month the Cosmopolitan has been out of 
print within a week after publication, 
and the returns from these issues to 
date—March 26, 1896—are less than 
one-half of one per cent of the total 
editions printed. The American News 
Co. has already taken and paid for 
250,000 copies of the April issue. 





Mr. L. WESEL, JR., of the Arkan- 
saw Traveler, has favored PRINTERS’ 
INK with a copy of a paper on the sub- 
ject of second-class postage, prepared 
by him and read before the meeting of 
the Illinois Press Association recently 
held at Chicago. A careful examina- 
tion of Mr. Wesel’s paper shows that 
before he commenced its preparation 
he had very little information on the 
subject with which he attempted to deal; 
and that after he had completed his 
work his lack of information was even 
more marked than it was in the begin- 
ning. 





SIncE Mr. Kerr Craige, the Third 
Assistant Postmaster-General, decided 
that ‘‘when a publication changes its 
periodicity it loses its continuity,” 
there has been the very devil to pay. 
It now appears that some publications 
have lost their continuity without 
knowing it, and that some publications 
have been charged with changing 
their periodicity when they not only 
had no thought of doing so, but don’t 
know what periodicity is. So much 
consternation has been already occa- 
sioned that Mr. Craige has at last con- 
sented to suspend this fearful ordi- 
nance for sixty days. What he will 
do then the Lord only knows, but for 
sixty days a publication can change its 
periodicity without losing its con- 
tinuity, 
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THE late proprietor of the Chicago 
Dispatch has secured from the United 
States Supreme Court a writ of super- 
sedeas which operates to suspend ex- 
ecution of the recent sentence, in the 
matter of printing objectionable adver- 
tisements, until the Court shall have 
had time to examine briefs and decide 
concerning the advisability of a new 
trial. Owing to the crowded condi- 
tion of the Court’s docket, two years 
at least will probably elapse before 
the case is reached, and as it is well 
known that many papers all over the 
country do publish, from day to day, 
advertisements of precisely the same 
class with those that the Dispatch 
contained, it is generally believed that 
Mr. Dunlop will eventually be acquit- 
ted. It is to be hoped, however, that 
the outcome of the trial will be a 
wholesome influence upon the, adver- 
tising columns of many papers. 


THE time has come for a move- 
ment on the part of all men, whether 
engaged in farming, manufacture or 
trade, who are interested in commer- 
cial prosperity in the United States, to 
remove from political agitation the 
question of the permanence of the 
standard of value upon which all of 
the business of this country is trans- 
acted. There should be an unequivo- 
cal declaration by the political conven- 
tions of both of the great parties in 
favor of the maintenance of our exist- 
ing standard and of the elimination of 
all doubtful expressions in respect to 
the reopening of the mints of the 
United States to the free coinage of 
silver. The time is past for any halt- 
ing, doubtful phrasing to express the 
meaning of political parties upon this 
important subject. We should have 
no platforms that can be interpreted to 
mean one thing in one part of the 
land and another thing in another 
part of the land. It is important to 
every business man, producer and 
wage earner to put a stop to the enor- 
mous cost to the Government, and to 
all of our people, resulting from the 
continuance of the agitation in favor of 
the free coinage of silver, which 
stands in the way of a revival of confi- 
dence and national business prosperity. 


W. G. HoLMEs, business manager, 
Memphis, Tenn., writes, under date of 
March 20, 1896: ‘‘ We are pretty con- 
fident that we have a larger circulation 
for our weekly Commercial Appeal than 
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any other paper south of the Ohio 
River, despite the claims of severai 
other pe Bape to the contrary.”’ On 
reading the above to the editor of the 
American Newspaper Directory, he 
said: ‘‘ Well, the Commercial Appeal 
gets credit, on a detailed statement fur- 
nished from that, office, for an average 
issue during 1895 of 46,829 copies, and 
no other weekly paper south of the Ohio 
River has furnished any claim whicl 
would entitle it to so high a rating.’’ He 
said that he frequently hears of large 
weekly circulations emanating from At- 
lanta and Louisville, but when he ap- 
plies for anything like a definite state- 
ment that may be put on record it fails 
to come to hand. 

Mr. Holmes, in the same communi- 
cation, expressed the further belief 
that there is not a morning paper pub- 
lished south of the Ohio River which 
has as large a circulation as the Com- 
mercial Appeal, and asserts, in explana- 
tion, that there is not another paper 
with anything like so large a field as it 
enjoys, adding: ‘ We have actually no 
other paper between St. Louis and New 
Orleans to interfere with us, and with 
eleven lines of railroad running from 
Memphis all over this territory, we 
have unexcelled facilities for the dis- 
tribution of a morning paper.”’ 


WHY NOT, INDEED? 


AMERICAN MEDICAL PustisueErs’ Ass’N. 
ffice of Secretary. 
Sr. Joseru, Mo., March 16, 1896. 
Editor of Printers’ Ink: 

While the postal laws governing the trans- 
mission of mail matter of the second class 
are under discussion, with a view to revision, 
why not amend that portion relating to the 
mailing of monthlies and bi-weeklies in the 
cities in which they are published? As the 
law now stands, periodicals of less frequent 
issue than weekly are required to affix stamps 
to the entire city circulation, at the rate of 
one-cent for each four ounces, while the 
weeklies go at the pound rate. Why this 
discrimination ? 

Cuas. Woop Fassett, Secretary. 

There is no sense in such a dis- 
crimination, of course. /umsey’s can 
be distributed in San Francisco with- 
out stamps and so too can the Over- 
Zand in New York ; but the Overland 
must be stamped for San Francisco 
subscribers and Munsey’s for those in 
New York City. If Congress would 
adopt a uniform rate for all printed 
matter it would greatly simplify postal 
difficulties. Possibly it will be done 
one of these days. 


a eee 

Tue career of a lazy drummer is usually as 
follows: Hired, tired, fired.— Furniture 
Worker. 
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LAST CENTURY ‘‘ ADS.” 


That the Barnums and John Wana- 
makers are not all of this century is 
shown by a little pamphlet containing 
the advertisements of a certain London 
merchant of the last century, now in 
the possession of a Boston newspa- 
per man. The pamphlet bears date 
July 23, 1796, and is called ‘‘ Pack- 
wood’s Whim,’’ the gentleman respon- 
sible for its existence being, as gath- 
ered from its contents, a manufacturer 
of famous razor strops, and paste for 
the same, in the city of London, at the 
time the pamphlet was printed. The 
book contained all the ‘‘ads” of Mr. 
Packwood, and sold, as stated on the 
title page, for ‘‘ a good tower shilling.” 
Why the public should pay a shilling 
for a book full of advertisements 
is not apparent, though it might have 
been on account of the literary value 
of some of the advertisements, which 
was considerable. The sub-title of 
‘*Packwood’s Whim’’ was ‘‘ How to 
get money and be happy.” This im- 
portant information was contained in 
the various advertisements telling the 
reader to buy Packwood’s famous razor 
strops and paste, and no other, and 
beware of cheap imitations, which 
advice seems to have quite a 1gth cent- 
ury flavor, and proves Mr. Packwood 
to have been considerably in advance 
of hisage. The maker of famous razor 
strops prefaces his ‘‘ Whim” by stating 
that he is the most modest man in the 
kingdom, though he does not ask the 
reader to believe the statement after 
reading the matter that follows it. 

The virtues of the strop and paste 
are set forth in various ways—in dia- 
logues, proverbs and verse, all of which 
reflect the wit and wisdom of the time, 
and lead the reader on with all the 
easy, friendly smoothness of an 1895 

tent medicine ‘‘ad,” only to tell him 
in the last paragraph why the writer 
has taken enough interest in him to 
give him such a lot of valuable informa- 
tion. 

Here is one style this 18th century 
‘*ad” writer employed : 

The execution of oyenes gentleman’s sen- 
tence was postponed a few days ago in a 
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wood’s straps that will take out notches. 
My father and mother said I would know 
the use of them by and by.”’ 

And so the little tale on. The 
master saw the wicked boy whisper- 
ing, asked him what it was about, got 
the right answer, went and bought one 
of the famous strops, and was so de- 
lighted with it that he decided not to 
flog the youth after all, which was 
really fine for all concerned. 

Another advertisement in the book 
is from the Swm—not Mr. Dana’s Sun 
—of Feb. 24, 1796. It is headed, 
‘Small children’s amusement, and a 
comfort to those of a larger growth.’’ 
It was written on the plan of ‘‘ The 
house that Jack built,” and started 
with ‘‘This is the strop that Pack- 
wood made.’”’ The razor that was 
whetted on the strop, the notches that 
were removed from the razor, the bar- 
ber who did the whetting, and the 
man who was afterward shaved by the 
barber are all dealt with. 

Perhaps the most ingenious adver- 
tisement in the book is contained in 
the preface. It has the merit of be- 
ing well written, so well written, in 
fact, that it has graced the reading 
books in country schools in New Eng- 
land for the past forty years, credited 
to ‘‘ Anonymous.”’ 

It begins by reciting the writer’s 
great modesty and bashfulness, and 
his experience as a barber in his ear- 
lier years. Then it goes on to state 
that the gentry had been more than 
kind to the writer, and had given him 
frequent invitations to call on them at 
their mansions, all of which he had 
declined, because of his excessive 
bashfulness. It proceeds : 

I at length determined to conquer my tim- 
idity, and a few days ago accepted an invita- 
tion with one whose open, easy manner left 
me no room to doubt of a cordial welcome. 
It was Sir Thomas Friendly, a baronet, who 
lives at Friendly Hall, possessed of an inde- 
pendent fortune. 

Conscious of my unpolished gait, I have 
for some time past taken private lessons of a 
professor, who “teaches grown gentlemen 
to dance.’” Having now acquired the art of 
walking without tottering, I boldly ventured 
to obey the baronet’s invitation to a family 
dinner, not doubting but my few acquire- 
ments would enable me to see the ladies and 
Sir Thomas with reasonable intrepidity ; but 
alas! how vain are all the hopes of theory 





school a few miles from town; his 
governor gave orders for the punishment to 
take place. “I am so provoked,” says the 
master, ‘‘ with his repeated ill-behavior that 
I will give him such a strapping as to make 
him remember it as long as he lives.” The 

outh, hearing the word strap, whispered 
his school-fellow in the ear: ‘* Packwood 
forever—my master likes to be in the fash- 
ion; I have nodoubt but it is one of Pack- 


when pported by habitual practice. 

As I approached the house a dinner bell 
alarmed my fears, lest I had spoiled the din- 
ner by want of punctuality. Impressed with 
this idea I blushed the deepest crimson as 
my name was rep dly d by sev- 
eral liveried servants, who ushered me into 
the library, hardly knowing whom or what I 


saw. 
At my first ent I d all my 
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fortitude and made my new-learned bow to 
Lady Friendly, but unfortunately in_bring- 
ing back my left foot to the third position, I 
trod upon the gouty toe of poor Sir Thomas, 
who had followed close at my heels to be the 
nomenclator of the family; the confusion 
this occasioned in me is hardly to be con- 
ceived, since none but bashful men can judge 
of my distress, and of that description I be- 
lieve the number is very small. 

The baronet’s politeness by degrees dissi- 
pated my concern, and I was astonished to 
see how far good breeding could enable him 
to suppress his feeling and appear with per- 
fect ease after so painful an accident. The 
cheerfulness of her ladyship and the familiar 
chat of the young ladies insensibly led me to 
throw off my reserve and sheepishness, till 
at length I ventured to join in conversation, 
and even to start fresh subjects. The li- 
brary being so richly furnished with books in 
elegant bindings, I conceived Sir Thomas to 
be a man of literature, and ventured to give 
my opinion concerning the several editions of 
the Greek classics, in which the baronet’s 
opinion exactly coincided with my own. 

To this subject I was led by observing an 
edition of Xenophon in 16 volumes, which, 
as I had never before heard of such a thing, 
greatly excited my curiosity, and I rose up 
to examine what it could be; Sir Thomas 
saw what I was about, and, as I supposed, 
willing to save me the trouble, rose to take 
down the book, which made me the more 
eager to prevent him, and hastily laying my 
hand on the first volume, I pulled forcibly ; 
but lo, instead of books a board, which, HM 
leather and gilding, had been made to loo 
like 16 volumes, came tumbling down and, 
unluckily, pitched upon a wedgewood ink- 
stand on the table under it. 

In vain did Sir Thomas assure me there was 
noharm. I saw the ink streaming from an in- 
laid table on the Turkey carpet, and, scarce 
knowing what [ did, attempted to stop its 
progress with my cambric handkerchief. 

In the height of this confusion we were in- 
formed that dinner was served up, and I, 
with joy, perceived that the bell which at 
first had so alarmed my fears was only the 
half-hour dinner bell. In walking through 
the hall and suite of apartments to the din- 
ing-room I had time to collect my scattered 
senses, and was desired to take my seat be- 
twixt Lady Friendly and her eldest daughter 
at the table. Since the fall of the wooden 
Xenophon my face had been continually 
burning like a firebrand, and I was just — 
ning to recover myself and feel comfortably 
cool when an _ unlooked-for accident re- 
kindled all my heat. 

Having set my plate of soup too near the 
edge of the table, in bowing to Miss Dinah, 
who politely complimented the pattern of my 
waistcoat, I tumbled the whole scalding con- 
tents into my lap. In spite of an immediate 
supply of napkins to wipe the surface of my 
apparel, my black silk small clothes were not 
stout enough to save me from the painful ef- 
fects of this sudden fomentation, and for 
some minutes my legs and thighs seemed 
stewing in a boiling caldron ; but recollecting 
how Sir Thomas had disguised his torture 
when I trod upon his toe, I firmly bore my 
pain in silence, and sat, with my lower ex- 
tremities parboiled, amid the stifled giggling 
of the ladies and the servants. I will not re- 
late the several blunders which I made dur- 
ing the first course, or the distress occasioned 
by my being desirous to carve a fowl, or help 
to various dishes that stood next me, spilling 
a sauce boat and knocking down a salt cellar. 

Rather let me hasten to the second course, 
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where fresh disasters overwhelmed me quite. 
I had a piece of rich, sweét pudding on my 
fork, when Miss Louisa Friendly begged to 
trouble me for a pigeon that stood near me. 
In my haste, scarcely knowing what I did, I 
whipped the pudding into my mouth, hot as 
a burning coal. It was impossible to conceal 
my agony ; my eyes were starting from their 
sockets ; at last, in spite of shame and resolu- 
tion, I was obliged to drop the cause of my 
torment on my plate. 

Sir Thomas and the ladies all compassioned 
my misfortune, and each advised a different 

pplication. Oner ded oil, another 
water; but all agreed that wine was best 
for — out the fire, and’ a glass of 
sherry was brought me from the sideboard, 
which I snatched up with eagerness; but 
oh, how shall I tell the sequel! Whether 
the butler, by some unaccountable accident, 
mistook, or purposely designed to drive me 
mad, he ses me the strongest brandy, with 
which I filled my mouth, already flayed and 
blistered. 

Totally unused to every kind of ardent 
spirits, with my tongue, throat and palate as 
raw as beef—what could Ido ? I could not 
swallow, and clapping my hands upon my 
mouth the liquor squirted through my nose 
and fingers like a fountain, over all the Dake, 
and I was crushed by bursts of laughter 
from all quarters. In vain did Sir Thomas 
reprimand the servants, and Lady Friendly 
chide her daughters, for the measure of my 
ome and their diversion was not yet com- 
plete. 


The trustful reader of the Courier of 
April.16, 1796, in which this account 
was printed, doubtless was filled with 
sympathy for the unfortunate man by 
this time. But to go on, for the elo- 
quent part of this article, like the busi- 
ness end of a wasp, comes last : 





To relieve me from the intolerable state 
of perspiration which this accident had 
caused, without considering what I did, I 
wiped — with that ill-fated handker- 
chief, which was still wet from the con- 
sequence of the fall of the Xenophon, and 
covered all my features with streaks of ink 
in every direction. The baronet himself 
could not support this shock, but joined his 
lady in the general laugh, while I sprung 
from the table in despair, rushed out of the 
house, and came home in an agony of confu- 
sion and disgrace, which the most poignant 
sense of guilt could not have excited thus 
without having deviated from the path of 
moral rectitude. 

As I am just informed, my poultice is 
ready, the application of which being made 
too hot, I was relieved from my difficulty, 
for, after two or three hours’ nap in my easy 
chair, I awoke from the vision of a dream, 
and found myself in the midst of my ware- 
house, famed for razor strops, etc., at No. 
16 Gracechurch street, London. 


This ingenious announcement is 
signed, ‘‘I am respectfully yours, etc., 
George Packwood.” 

Its perusal leads to two reflections : 
How many advertisers of to-day would 
use so many words to say they had a 
warehouse ‘‘famed for razor strops,” 
and if so inclined, how many could 
write an ‘‘ad’’ that would be laid 
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before school children of another cent- 
ury in a reader as a model of humor ?— 
Boston Globe. 
d 8, Sy 
PRACTICE WHAT YOU PREACH. 
By Fohn Chester. 


Consistency is a jewel in business, 
but it is rather a rare one among news- 
paper publishers. Many of them are 
contradictions in themselves. They 
remind one of the parson who preaches 
temperance on Sunday and gets drunk 
on the other six days of the week. 
They don’t practice what they preach. 

Some publishers openly say to the 
advertising public: ‘‘ Put your money 
in newspaper advertising. It is the 
only kind that pays. Don’t waste 
your appropriations in useless circulars, 
dodgers, posters or signs, or you'll re- 
gret it!’’ Then they deliberately 
—— to give the lie to themselves 

y refusing to advertise in newspapers 
and patronize the billposter and sign- 
painter instead. 

Of course, advertisers notice this, 
and they very naturally say: ‘‘If it is 
good for us to advertise in the news- 
papers, why is it not good for you to 
do so? Why don’t you practice what 
you preach ?”’ 

Six or seven years ago, when the an- 
nual conference of American publish- 
ers was held at the Hotel Brunswick, 
New York City, a perfect storm of in- 
dignation was raised against poster 
and ‘‘L’’ road advertising by many 
metropolitan and country publishers. 
About the only man who lifted up his 
voice mildly in its favor was Colonel 
Knox, then owner of Zexas Siftings. 
He said he believed in both poster and 
paint advertising as an auxiliary to the 
use of printers’ ink, and added that, 
inasmuch as billposters and sign- 
painters had a right to earn an honest 
living, it was scarcely generous on the 
part of the newspaper publishers to 
deny them a privilege which they en- 
joyedthemselves. I don’t believe that 
Colonel Knox, even then or since, ever 
used a cent’s worth of poster or paint 
advertising, but very many of the pa- 
pers which then made the bitterest out- 
cry against it, have since practically 
adopted both forms of publicity as 
their principal method of advertising. 
They have not practiced what they 
preached. 

As a matter of fact, there is scarcely 
a metropolitan paper, printed in En- 
glish, which is not, or has not been, 


42 PRINTERS’ INK. 


advertised largely by means of paint 
orposter. You will find their signs on 
the ‘‘ LL” roads, in the surface cars, on 
dead-walls and fences. You will find 
dodgers innumerable stuck in your 
letter-boxes, talking of fhe special 
features of the Sunday papers. You 
will receive circulars through the mail 
setting forth enormous gains in circula- 
tion of certain newspapers ; but, ex- 
cept in some very few instances, you 
won’t find one journal advertised in 
the columns of another. 

The newspapers can’t or won’t see 
that it would help the advertised paper 
much more than the paper they adver- 
tised in, if their display was attractive 
and their matter convincing enough, 
and they cannot see, as an advertiser 
does, the inconsistency of their position 
in using freely themselves what they 
caution their customers against using 
at all. 

There cannot remain any doubt in 
the minds of fair people that poster 
and paint advertising have their rela- 
tive values to newspaper advertising, 
and are good subordinates in publicity, 
but it would look far more graceful for 
newspaper publishers to acknowledge 
this openly than to deny in their 
preaching what they seemingly approve 
of in practice. 

IT WILL ATTRACT CUSTOMERS. 

A day or two ago the first surgical oper- 
ation which was a direct outcome of apply- 
ing the new photography was performed at 
a Berlin hospital. The story of this opera- 
tion is as follows: ‘*The usual Berlin rep- 
resentative of our friend the milkman came 
to a medical man complaining of terrible 

ains inher arm, A tiny black spot in her 
Son was the only outward and visible sign 
of the trouble. This, the milkwoman ex- 
plained, was the place where, two months 
ago, she had accidentally run a needle into 
her hand. The needle had been taken out, 
she explained, but it was possible that the 
point was still in the hand. The doctor sug- 
gesting that it would be difficult to decide 
whether this was so, the lady inquired perti- 
nently: ‘If that is so, what is the good of 
the ““X” rays?’ One satisfactory result was 
that, after nearly an hour’s photographing, 
an excellent photograph was obtained, show 
ing the tiny piece of steel in such perfectio : 
that even the thinner end of it could be recog 
nized. It was then extracted without diffi- 
culties, 

‘* But the most interesting part of the story 
is yet tocome. After the operation, this up- 
to-date milkwoman, with many expressions 
of gratitude, said: ‘And now, pray, have 
th kindness to give me the photograph. I 
shall hang it up in my shop; it will attract 
new customers.’ ’—Westminster Gazette. 

tee 
Tue grandest scheme that was e’er devised 
e’er materialized 
Or was recognized | 
Unless it was thoroughly advertised. 
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FEMININE BUSINESS INSTINCT RECOG- 
NIZED. 


It has often been urged that the female sex 
is more keenly alive to the blandishments of 
advertisement than the mere man, and that it 
should be the duty of every shrewd adver- 
tiser to bear the fact always in mind. Cer- 
tain it is that the housewife is usually the 
purchaser of most of the necessaries of life, 
and it is therefore interesting to read what 
Mr. H. Warington Smyth says in his notes, 
“Ona Journey in Siam,” in a late issue of the 
Geographical Fournal. ‘* The Siamese,” he 
writes,"‘if he wants a good bargain driven, al- 
ways calls his wife or daughter, and in busi- 
ness matters he is generally ruled by them.” 
Which shows plainly that these people of the 
Far East are not so benighted as many peo- 
ple think they are. 





: > 
Displayed Advertisements. 
50 cents a line; $100 a page; 25 per cent 
extra for specified position—if granted. 
Must be handed in one week in advance. 








WISCONSIN ACRICULTURIST, 
RACINE, WIS. 


STAMES EOF FOLKER WANS a ia: 
Lynchburg NEWS {3:808 Wecius: 
fa ITIau TOPEKA, KANSAS 


Cireulation 7,600 teed—larger circula- 
tion than any other Exnens weekly. For rates, 
- on ig > Brenk anon 10 Spruce St., 
ew York, Eastern Agent, or C. Geo. Krogness, 
Marquette Bldg., Chicago, [ll., Western Agent. 


4 YEARS ws S THOUSAND 


OLD. CIRCULATION. 


THE RECORD OF 
BRIDGEPORT'S ONLY MORNING PAPER, 


THE MORNING UNION. 


BRIDGEPORT, CONN. 
_(@7_..RATES ARE LOW.. a8 


The Evening 
~~ Journal, 


JERSEY CITY, N, J., 


IS GETTING ON NICELY, THANK YOU. 
So are its advertisers. They find it pays. 
<== ======S==S=EESE=== 
4 We advertise for advertisers because we 
4 know our ebvutising pays advertisers W 
M who advertise ir our advertising columns. 


M Results ! Success for the adver- 


tiser. Permanent pat- 
ronage for the publication. 


‘* What it is?’’ 


The Agricultural Epitomist, 


Indianapolis, Ind. 
Circulation Over 125,000 Copies. 
Advertising 6oc. per line. 


No discount for time nor space. 
lished monthly. 
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It Leads Them All... 


“ The Daily Republican's” Circulation 
is from Four to Five Hundred Copies 
more per day than any other Daily 
Paper pub ished in Bucks County, Pa. 
The publishers of Rowell’s “ American News- 
4 °y >" - — — the Directory 
‘or year, REPUBLI 
thatithas _— 
a hay x rl Rating than any other 
Daily Published in the County.” 
The medium for Advertisers, sure. Weekly 
edition iamee in connection with the Daily. 


For 
REPUBLICAN PRINTING CO., 
DoYLesTowy, Pa. 





Space in the newspapers and magazines 
costs lots of money. It costs just as much 
whether the ad is well displayed or poorly 
displayed. It’s the worst Kind of economy 
to send in copy and take chances that the 
printer will make a good ad of it. The right 
way is to send your copy to me and have 
your ads set up and electrotyped. I can 
make an ad poke its head right out of the 
midst of the other advertisements around it. 
No difference what you sell or where you 
advertise, the wisest way is to mail your copy 
to me to be set up artistically and conspicu- 
ously. I print circulars, booklets, letter- 
heads, catalogues, business cards, and aim to 
make every job an artistic piece of work, 

Wm. Johnston, Manager Printers’ Ink Press, 

10 Spruce St., New York. 


We Are Not 
Crying 


Because there is much territory not 
covered by Texas Farm anp Rancn, 


But We Are 
Rejoicing 


over the fact that the many custom- 
ers who use our advertising columns 


Year In and 
Year Out 


have long since learned that Texas 
FARM AND RANCH covers meg od 
Texas, Arkansas, Louisiana, Okla- 
homa, Indian Territory. Have you 
looked into the desirability of secur- 
ing the best class of customers in 
above territory? A clean mag for 
clean advertisers seeking clean cus- 
tomers. 


TEXAS FARM AND RANCH 
DALLAS, TEXAS. 


New York Office, Chicago Office, 
47 Times Bldg. Marquette Bidg. 























10 Cents a Copy. $1.00 a Year. 


GODEYS 
MAGAZINE. 


The Coe Chemical Co., of Cleveland, 
Ohio, stated on January 27th, 1896, that 
they had received in cash more than 
200 per cent of the cost of an advertise- 
ment in December Godey’s, and that 
they were daily receiving orders from 
the same ad. 

It Pays to Advertise in GODEY’S. 


Guaranteed circulation for 1896, 
one million copies. 


Send for rates. 


THE GODEY COMPANY, 


52 Lafayette Place, New York. 
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Organ of the Young Republicans 
of Michigan. 


Truth. 
—— 


Detroit, Mich. 


Combination of Old Critic 
and World. 


A GUARANTEED Circulation of 


...28,000... 
cys? 


For advertising rates address 
HOME OFFICE, or 
H. FRANK WINCHESTER, 
10 Spruce St., N. Y. 
Sole Eastern Representative. 
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FOLKS ARE APT TO BELIEVE 
WHAT THEY SEE... 


and if they see it in the 


STANDARD UNION 


they’re sure to believe it. You ought to know by 
this time that public faith in a paper is what 
makes it pull business for the advertiser. 
what we are getting at? 
to sell that STANDARD UNION readers want. 
are its readers? Why, man alive, don’t you 
The best and thriftiest husbands and 
wives of Brooklyn—sons and daughters thrown 


See 
You have something 
Who 


OC 90— AO 90 —_ 90 —_ 90 _ 90 _ 9. _ PY —_F(N—__FY(N—_PY(__ 9A —_ YN _PYN__9(\___AYQN_YEY_ 


ALO 


C—O 











PRINTERS’ INK. 
ADAARKAAMAA NAA A AI DDS, 


eee A. ee $ 
Well=-Printed Important 
Paper 3/3 Announcement. 


Produced by a machine which is 
so simple and so well constructed , 
that it can be operated by un- ¢ 
skilled labor. > 

, 
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Tue NATIONAL TRIBUNE, Of 
Washington, D. C., has ob- 
tained the exclusive right to 
publish the Memoirs of Gen, 
Wm. T. Sherman as a serial. 
It is said that $8,500 was paid 





to the family of Gen, Sherman 
for the right. It will be re- 
membered that the General re- 
fused to have the book sold by 


subscription —From the New 


This is possibie with 
a ‘* New Model” Web. 
It means a_ smaller , 
weekly pay roll ! ( 
4 
4 












Campbell Printing Press & Mfg. Co. 
. 6 Madison Ave., New York. 
334 Dearborn St., Chicago. 


York Press, Sunday. 
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LOUISVILLE, KY. 


ADVERTISING RATES: Display, 15 cents per fine, 
Reading Notices, 30 cents per fine. 





je = 


DISCOUNTS for space used within one year. 


250 lines . ‘ . ; - Io per cent 
joo ; ° , : I = 
era 

1,000 ‘“ P ‘ ‘ 25 e 


2,000 ‘* and up , 30 . 
Positively no deviation om poe rates. 
H. C. HALL, Advertising Manager, g 


Basis of measurement, Acate. Preferred position, 20 per cent 
extra. No advertisement less than five lines. 


a] Jawuany 1, 1896. 22 WITHERELL ST., DETROIT. 
=. —_ xt 
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the Lookout.. ? 


CINCINNATI. 


The Great Western Christian 
Endeavor Weekly. % 2% % 


? 7 : 7 3 a a a 


“The value of an ad 
is in its results.”’ 


We te he 
H. C. HALL, ADVERTISING MANAGER, 
22 WITHERELL ST., DETROIT, MICH. 












servererverenranrvnrnereererenrenrvnrnernernereereenrynypa: 



















FS —= 
3 SPIRITUALIST PAPER_____—_—_ 3 

: 2 
E [ight of Truth. 3 
= Established 1886. = 
= Circulation 2 J 000 WEEKLY. 3 
= SEND FOR SAMPLE COPY. = 
= Fs = 
= 3 
= FRANK E. MORRISON, 3 
= Publisher’s Special Agent, = 
| TEMPLE COURT, New York. | BOYCE BUILDING, Chicago. =S 
3 LYNN S. ABBOTT, in charge Chicago Office. 3 
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Springfield, Ohio... 


+++. has about 
40,000 POPULATION 
This indicates the presence of about 
8,000 FAMILIES... 
Among whom are nearly 
4,200 SUBSCRIBERS 
TO THE 


w Republic-limes 


Compare the Republic-Times with any 
other Springfield daily ; you will see why 
people read it and advertisers use it 


PHILIP RITTER THE HOSTERMAN PUBLISHING CO. 








Eastern Representative 
150 Nassau St., New York SPRINGFIELD, OHIO 
| Vie htihithi titi ti td 


Wanted! jo — \over 
K 0,000 
ye sate sers "That\ "Elects 


THE 


Union Gospel News 


has Few. Equats as an ADVERTISING medium. Re- 
sults Quick and wonderful, at a remarkably low 
cost, 50 cents per agate line. No Discounts. 


THE UNION GOSPEL NEWS x 
reaches the Best Families through- ’ i, 








out the land, who have confidence By The Gospel 
in what they see advertised in its 
columns. 
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News Co., 
Cleveland, 
Ohio. 
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* The Denver Evening 


The he 
Denver e oak 
se: lly Evening 


“Those who read the Post 
Always know the most.” 





yee 








REPRESENTATIVES 
W. H. KIMMELMAN, FRANK TAMMEN, 
38 & 39 TIMES BUILDING, OR 319 DEARBORN STREET, 
NEW YORK. CHICAGO, ILL. 
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NCHALLENGED 
LEADERSHIP. 


THE ANACONDA STANDARD started its career in the 
fullness of time. Its loyalty to Montana’s interests has given it 
an abiding place over the length and the width of that splendid 
State. It has come to be one of the institutions of Montana; it 





would not be easy to find a corner in this or adjoining States 
where the Stanparp lacks patrons. It is gratifying to feel assured 
that THe Stanparp ranks to-day as the 


foremost newspaper in the wide Northwest. 


That enviable rank this newspaper has earned. If you 
doubt it, ask where you please, in shop or store or field, in 
home or mining camp or mill, and you will find this is true. 
Talk to the traveler on railway trains in Idaho, or Washington, or 
Montana, or the Dakotas, and the testimony will be that THe 
ANACONDA STANDARD is right when it sets up its claim to unchal- 
lenged leadership in the area stretching from Minneapolis to the 
Pacific Coast. 


The Anaconda Standard, 


MONTANA. 
E. KATZ, Eastern Agent, 230 Temple Court, N. Y. City. 
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THE HOME 
OF THE 








Youngstown 
Vindicator. 

















DAILY. 
WEEKLY. 


A paper that occupies its own building is not 
more valuable to an advertiser for that reason. It is 
safe to believe, however, that a publication that is 
sufficiently progressive and up to date to provide for 
its home the latest and best obtainable for the making 
of a first-class paper, will be found a profitable paper 
to use in keeping first-class goods prominently before 
the attention of its readers. 


THE VINDICATOR 


is the leading daily newspaper in Eastern Ohio. 





8,400 daily; 6,000 weekly. 
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The Munsey Black 


Same as is used for the half-tones and letter- 

ress in Munsey’s Magazine. Sold by me 
in 10 Ib. cans, for $5.00 a can. Cash with 
the order. 

I sell the black ink used for the advertise- 
ments in Munsey’s Magazine, in 10 Ib. cans, 
for $1.50 a can, or in 100 lb. casks for 
$12.50 a cask. ‘I have to have the money 
in advance. Address, 


PRINTERS INK JONSON, 8 Spruce St., 














New York. 









Printers’ Ink Black, same as this peer (PRINTERS’ INK) is printed with, is sold by me in 10 Ib. 
cans for $2.50 a can. Cash with the order. 
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ink, x 77, and just 
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and is sold by me in 5 








* MANCELONA, MICH., March 18, 1896. 


—t.y by y freight 25 25 + } Books Ink. The last I got of you ~~ ao. 8 Foot Brand” book 


L. E. SLUSSAR. 





De wents tong Vv. Book Ink (Rabbit’s Foot Brand, No. 77). It is an excellent post ink, 
cans for $1.00acan. In 100 Ib. kegs for $18.00. Cash with the order. 
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Five-for Oneww 


The following Book, Cut, Joband Poster Inks— 
black and colored—are largely sold at from twenty- 
five cents to one dollar a pound. I am glad to 
duplicate any of these Inks in five-pound cans for 
one dollar a can; but I must have the dollar with 
the order. 














e Price 
per lb. Name. Maker. per lb. 
Extra Book and Cut, Wilson, $1.00 Bag Red, 50 
oo 1.00 - Le i] 
e ° Levey, 1.00 Tilman 50 
” ° Ullman 1,00 S -— a 50 
“ “ Ault & Wiborg, 1.00 ult & Wiborg, :50 
beg bed — City, 1.00 Poster, Green, light or dates Wilson, 60 
Book and Cut, Al, Uliman, 5 Wade, 50 
- A2, Uliman, 50 o pad Levey, 15 
“ » Uliman, 40 “ « Ullman, 75 
“ A4, Ullman, 30 on sg Ault & i & Wiborg, 15 
Brilliant Bla ack, Be. 6, Ullman, 50 * be een 15 
7, Ullman, 40 Bag Green, _ 0 
- - Ro. 8, Uliman, 30 = ad 50 
= 0. 9, Ullman, 25 pat Levey, 50 
Combination Black, No. i — - P B light 4 _. 2 
8, Ullman, oster Brown, or deep, m, 
° a No. 9%, 50 _ Wade, 15 
- - No. 10, Ull 40 - me Levey, 15 
V. Book, Wilson, 50 ned bed man, 1% 
L. — Wilson, 50 a4 . Ault & Wiborg, .75 
H. F.C & Wilson, 50 a » oi ity, 15 
Folder Gut’ Wilson, 15 Bag Brown, Wilson, 50 
Titustrated » Wilson, 50 a 
Ordinary Wood Cut, Wilson, 50 - Levey, 50 
War Scene Cut, Wilson, 50 pe Ullman. Oo 
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I duplicate fifty pounds of any of these inks 
(in a cask) for nine dollars, but I have to have the 
cash before I ship the goods. 

Address, with check, 


PRINTERS INK JONSON, 
ALL GOODS WARRANTED. 8 Spruce St, New York 
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Home Papers 
For Home People. 


Country weeklies are not sold on the 
street. People do not buy them simply 
to glance hastily at the details of some 
harrowing sensation, and then to cast 
them aside. 

They are taken directly into the 
home, where they are carefully read. 
People like to read about what their neigh- 
bors are doing. City papers contain no 
strictly “local” news. The extent of ter- 
ritory a city paper covers is too wide for 
that. 

The paper that is read is far more 
valuable to the advertiser than the paper 
merely “skimmed.” Our lists comprise 


.1450.. 
of the Best Country Weeklies 
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in the Middle West. Home papers for 
Home People that are bought to be thor- 
oughly read, and in which an advertiser's 
story gets its due meed of attention. To 
insert an ad into these 1,450 country 
weeklies, going into a million families, 
you furnish one electro. Send for fuller 
information. 
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Chicago 
Newspaper Union, 


10 Spruce St., New York, N., Y., or 
87-93 S. Jefferson St., Chicago. 
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DEPARTMENT OF CRITICISM. 
By Charles Austin Bates. } 


Advertisers everywhere are invited to send matter for criticism ; to propound prokieme and 3 


ions 


to offer i for the betterment of this department. Anything pe 
tising will be criticised freely, frankly and fairly. Send your newspaper ads, circulars, k- 
lets, novelties, catalogues. Tell me your advertising troubles—perhaps I can lighten them. 


rtai: to adver- 


g 





ADVERTISING IN GENERAL, 


I have been talking a good deal 
about piano catalogues, and now I have 
found one that pleases me. It is a 
production of the Estey Piano Co. of 
New York. 

The only thing wrong about it is the 
cover, which is striking but inartistic. 
It is made of a brilliant red paper, 
and printed in gold and silver. The 
design is not pleasing. 

The inside of the catalogue is dif- 
ferent from any one I have ever seen. 
It is a straight, plain argument in 
favor of the Estey Piano, which tells 
its good points and bears plainly the 
stamp of honesty. 

The book is handsomely printed, 
and every piano man in the country 
ought to be interested init. The fol- 
lowing matter under the heading of 
‘* prices’’ gives an idea of the general 
character of the reading matter that 
is in it: 

‘* PRICES.” 

It is nonsense for most uae to pay 
fabulous prices for pianos. If the pleasure 
of saying that a piano cost a thousand dol- 
lars is worth what it costs, a man may be 
right to pay the money. If he wants a piano 
because of its value as a beautiful musical 
instrument and artistic piece of furniture, 
there is no reason in the world why he 
should pay more than the price of the Estey. 
The Estey is sold at the lowest price at 
which it is possible to sell a thoroughly good 
piano. Anybody who goes below this price 


gets undesirable quality. There is aquality - 


oint below which it is unsafe to go. What 
abe like economy is sometimes the worst of 
extravagance. It looks like economy some- 
times to take part of the wool out of a piece 
of cloth and put cotton inside, but the trick 
shows in the wear. It looks like economy 
sometimes to buy a piano in which some ap- 
parently small part has been neglected, but 
that small part may spoil the entire instru- 
ment. 

There is no piano sold at the same price 
that is the equal of the Estey. This is a 
plain statement. We mean every word of it, 
and we are willing to stand by it. We re- 
peat it; there is no piano of equal price that 
is as good asthe Estey. If anybody tells you 
there is, they are mistaken. You can bu 
pianos for less money. If you do, you will 
make a mistake. If you “buy below the 
Estey price you lose safety. There is no 
piano sold at a lower price than the Estey 
that has not a weak spot in it some place. 
The lower you go in price,the more weak 
spots you find, 


Examination of the Estey costs nothing. 
ailure to examine it may cost you the price 
of apiano. If you buy before you see the 
Estey, you are jumping in the dark. Your 
knowledge is not complete. The piano you 
et may possibly be just the one you want, 
Pat youcannot tell until you have seen the 
Estey. 

* * 

When Albert G. Cone, treasurer of 
the W. W. Kimball Co. of Chicago, 
undertakes to do something nice in 
the way .of advertising he makes a 
most pronounced success of it. I 
have just received a handsome flexible 
leather-bound book with the title and 
my own name stamped on the cover 
in gold. 

The book is a record of the engage- 
ment of the Damrosch Opera Com- 
pany in Chicago in 1895. It gives a 
brief sketch of each of the principal 
singers, together with half-tone por- 
traits and autographs. Each portrait 
is on a page by itself, the half-tone 
cuts being 3144x4% in the center of 
pages 63/x8 4. 

There is no mention of the Kimball 
piano except on the last two pages. 
On one of these pages are seventeen 
brief extracts from testimonial letters 
received by the Kimball Co. from the 
members of the Opera Company. The 
last page gives a partial list of musical 
celebrities who use and recommend the 
Kimball pianos. 

The book sent to me is probably 
one of a special edition, and any one 
who asks for a copy will probably re- 
ceive it bound in heavy cardboard. 

No one can look at a book of this 
kind and not be impressed with the 
enterprise of the Kimball Co. and the 
merit of the Kimball piano. 

* % 


* 

If a jewelry ad sells goods it is some- 
times called a ‘‘corker.’”’ If a cham- 
pagne ad sells goods it must of neces- 
sity be an ‘‘ uncorker.”’ 

* % 


I am receiving a large number of 
piano and bicycle catalogues. Most 
of the bicycle catalogues are good, 
and most of the piano catalogues ordi- 
nary. 

A first-rate piano book comes from 
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the Conover Piano Co., of Chicago. 
It is entitled, ‘‘ The Evolution of the 
Piano.” From the discovery of the 
lyre in Egypt, it goes through the his- 
tory of the various stringed instru- 
ments, giving pictures of each, follow- 
ing the development of the piano, step 
by step, up to the present day and the 
present Conover piano. This is really 
more than a piano catalogue; it is an 
interesting and valuable book about 
pianos—a book that will undoubtedly 
be preserved, and that will undoubt- 
edly increase the prestige of its pub- 
lishers. 
** 

One of the handsomest bicycle cata- 
logues that has come to me is that of 
the ‘‘Stearns.” It is entitled, ‘‘ The 
Yellow Fellow Year Book,’’ and is 
printed in yellow and black. 

The cover is yellow, printed in a 
deeper shade of yellow and_ black. 
The inside is all in black, except a 
yellow line around each of the pages 
and a few spots of yellow decoration. 
The half-tone illustrations are many 
and beautiful, and the whole effect is 
exceedingly pleasing. 

I have often thought that the name 
“Yellow Fellow” was ill-chosen, par- 
ticularly in the case of a woman’s 
wheel. I should think a woman might 
hesitate before making the assertion 
that she was riding a ‘‘ Yellow Fel- 
low.”’ 

The catalogue is a magnificent piece 
of printing, and is full of suggestions 
for illustrators and printers. 

** 


Another good bicycle catalogue is 
that of the Remington Arms Co, The 
typographical arrangement is most 
excellent, but the illustrations are 
hardly up to the mark. 

The idea of the illustrations is to 
show the Remington bicycle in use in 
various cities and countries all over 
the world. This in itself is perhaps a 
pleasing conceit, but I doubt if the 
American buyer is as much interested 
in a bicycle in Egypt as he would be 
if it were in America. 

The ‘‘Stearns’’ citalogue is full of 
suggestions as to the usefulness and 
pleasureableness of a bicycle. It 
shows nice looking people having all 
sorts of good times right here at home. 
One picture shows a charming bloomer 
maiden in the midst of a field of dais- 
ies, while her escort takes care of her 
wheel in the background. Another 
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shows a party of bicyclists riding 
along a pleasant, shady road by the 
sea shore. The people in these pict- 
ures are all ‘‘swell”’ people. They 
look nice and clean and stylish and 
comfortable. 

* if 

The Milwaukee Harvester Co. have 
issued a catalogue which is exceeding- 
ly attractive, and has the advantage of 
being unlike the general run of farm 
implement catalogues. It is entitled, 
‘‘The Farmer’s Boy,” and the cover is 
a handsome lithographed affair, show- 
ing the farmer’s boy enjoying himself 
in the foreground, with the Milwaukee 
Harvester at work in the background. 

The story of the farmer’s boy is 
told in pictures, from his babyhood to 
his marriage. The pictures are well 
executed and altogether make a most 
interesting story, that one is sure to 
finish once it is begun. 

The book bears the imprint of 
Clifden Wild, of Chicago, who, I be- 
lieve, makes a specialty of preparing 
catalogues of agricultural implements. 
He certainly deserves the very highest 
praise for the production of this par- 
ticular catalogue. 


LOCAL ADVERTISING. 


SELLING LUMBER. 

‘There is a great deal being said of late in 
papers of all sorts about how to sell goods, 
written mainly from an advertising stand- 

oint; but after all there is comparatively 
ittle of it that has any bearing on the whole- 
sale lumber trade. The retailer of lumber 
can gain many profitable hints from these 
discussions, for though the difference is wide 
between the retail lumber and the dry goods 
or notion business, there are some points 
which they have in common. But the whole- 
sale trade is conducted under such different 
conditions that the ordinary advertising agent 
has but little conception of its requirements. 

Lumber is not a commodity which is chang- 
ing in styles with every new moon, there is 
not very much to be said as to prices, buyers 
are intelligent men who cannot be fooled by 
bargain counter methods, and lumber whole- 
salers are, as a class, too honest to attempt 
them. You never see a lumber wholesaler 
advertising: ‘“‘ No. 1 finishing, worth $20, 
for this sale only $12.50.” These tactics do 
not work in the lumber trade, though we have 
observed some faint indications of a tendency 
toward such methods. The lumber whole- 
saler if he be honest cannot say either that 
his goods are absolutely the best in the 
market or that they are sold at the lowest 
prices. In fact a marked discrepancy in 
rices is an argument against rather than for 
umber. What the wholesaler can do is to 
carry a line well manufactured, carefully and 
uriformly assorted in accordance with the 
customs of the trade, and let that fact be 
known. Beyond that he must depend upon 
honest business methods, courteous treatment 
of customers, prompt and exact delivery, etc. 


In the wholesale lumber trade, perhaps 
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more than in most, success of a permanent 
character depends upon the adoption and 
maintenance of such principles. Much, there- 
fore, depends upon the personnel and methods 
of the selling force, whether in the office or on 
the road. As the traveling salesman cannot 
— that the salesmen who precede 

im or will follow him cannot sell as good 
goods at as low a price, his personal charac- 
teristics, backed of course, by his principal’s, 
loan determine his success. 

In the office the duty of those in charge of 
the correspondence is most exacting. Cus- 
tomers or inquirers must be treated with 
ome. No business laxity should be per- 
mitted, but customers should be made friends. 
Any business-like concession to their necessi- 
ties, based on a proper knowledge of their 
condition and wants, is essential. : 

Advertising should be, as it is with suc- 
cessful concerns, used to call the attention of 

ossible customers to the existence of the 
usiness, and what it has to offer. The most 
successful advertising in a lumber line is of 
this direct sort, modest and yet convincing. 

The retail lumber dealer has somewhat 
different circumstances to consider. The 
principal of a retail lumber business comes 
into personal contact with his customers as 
the principal in a wholesale business does 
not. There is, also, a greater opportunity for 
a variation in prices than there is in the 
wholesale trade, for the margin of profit is 
not necessarily so narrow. He, also, has a 
much larger number of customers in propor- 
tion to the business he does. His advertising 
can be of a more general character, and he 
has the opportunity to use business qualities 
and business methods which are found with 
successfu! merchants in any retail line. 

The foregoing matter is clipped 
from the Northwestern Lumberman. 
It is good matter, full of common 
sense, but contains one grievous error. 

Whenever you propose successful 
modern advertising to the average rep- 
resentative of a business that has here- 
tofore been little advertised, you are 
met with the statement that ‘‘ this 
business is different from others. You 
can’t apply dry goods methods to it. 
Bargain counter advertising would not 
succeed. You can fool women with 
that sort of thing, but we deal with 
men, and we must do _ dignified, 
straightforward advertising.” A man 
who says that shows that he has not 
thought deeply on the subject. He 
thinks that because you propose the 
use of progressive methods—1896 
methods—that you must necessarily 
want to make a clown of yourself, or 
that you want him to institute a bar- 
gain counter. The ‘‘ bargain coun- 
ter” seems to stick in his mind more 
than anything else. He says it with 
the sneer of ignorance. He does not 
understand the principle of modern 
advertising or modern storekeeping. 
He cannot see that the principle of all 
advertising is the same, whether it be 
bargain counter advertising or life in- 
surance advertising. The funda- 
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mental principle is the same. The 


man who has something to sell wishes 
to tell his story in a convincing way 
to the man who wishes to buy—or 
the man who ought to buy—or the 
man who would buy if he knew the 
advantages to be secured by buying. 

This article from the Zumberman 
says: ‘‘ Buyers are intelligent men who 
cannot be fooled by bargain counter 
methods.”” Now I wishtosay that Idon’t 
believe anybody is fooled by bargain 
counter methods. They are not fooled, 
simply because there is no effort madeto 
fool them. The bargains that are placed 
on the bargain counters are genuine 
bargains. The store-keeper who would 
deceive anybody with his bargain coun- 
ter offerings would be making the most 
expensive blunder of his life. He 
would be doing the most foolish thing 
he could possibiy do in his business, 
The man who does not know anything 
about modern store-keeping sees the 
merchant advertising day after day 
that he is offering special cut price bar- 
gains. He does not investigate, he 
does not think, but says immediately 
that such a state of things cannot ex- 
ist, and that the merchant must be a 
liar and a thief. Nothing is farther 
from the fact. ‘Che principle of offer- 
ing bargains is just as simple as A B 
C, but the bargains must be genuine if 
the result is to be satisfactory. Every 
man in business understands that it is 
worth something to get a new custom- 
er—that it is worth something to get a 
customer into his store. He is willing 
to pay to havethis done. The modern 
merchant has found that the best way 
of paying for new customers is to give 
them some real and startling bargain 
that they will remember. He knows, 
for instance, that if he advertises 50 
cent silks at 19 cents a yard for a cer- 
tain day that he will crowd his silk 
department with buyers. He knows 
from experience that the chances are 
ten to one that before the silk buyer 
leaves the store she will remember 
some other thing that she wishes to 
buy, and this she will buy at the fair 
and regular price. 

There is nothing deceptive or dis- 
honest about the bargain counter offer. 
It is absolutely bona fide, and a woman 
may avail herself of it if she chooses 
and go away without purchasing any- 
thing else. It is her privilege to do 
this. If the merchant loses money on 
this particular lot of silk, he considers 
it as advertising. 
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The other day I talked to the man- 
ager of one of the leading dry goods 
houses in Canada. He said that they 
had about decided to cut down their 
newspaper advertising $2,000 or $3,000 
for the ensuing year and to use this 
money in offering special bargain in- 
ducements. That is to say, he pro- 
poses to lose $2,000 or $3,000 on 
special sales for the purpose of in- 
creasing the acquaintance and pres- 
tige of the store. 

To demonstrate exactly how this 
special bargain sale business works, I 
will recite an experience of my own. 
In a department store I organized a 
sale of house furnishing goods. We 
advertised a large number of items at 
cost, and in some cases considerably 
less than cost. The cuts were gener- 
ally made on low priced articles, so 
that we could sell at half cost in a 
good many cases and not lose very 
much money. Every bargain adver- 
tised was genuine. Every price was 
stated exactly as it was. If we said 
that a 25-cent article would be sold at 
g cents, exactly that thing was done. 
We found at the close of the two 
days’ sales that we had sold ¢g00 
worth of goods—about double the 
normal sales fo. those days—that we 
had sold $100 worth of the goods that 
were advertised, on which we had lost 
$9. The sale was a perfectly straight 
business proposition. Nobody was 
fooled by it. There was no attempt 
or desire to fool anybody. It is on 
exactiy this same principle that every 
bargain sale is managed. 

Women are not fooled by bargain 
sales. The merchant probably could 
not fool them if he wished to. For 
my part, I believe a man is much eas- 
ier to fool than a woman, and that the 
merchant who attempts to build a 
business by ‘‘ hoodooing ’’ women is 
pretty sure to come to grief. 

Of course you cannot advertise bar- 
gains in lumber, or, at least, I presume 
you cannot, although I believe if I 
was in the lumber business I would 
make a struggle to do something of 
that kind occasionally. The idea to 
be used in advertising a lumber busi- 
ness is just the same as that to be used 
in advertising any other business. 
The desire on the part of the dealer is 
to convey convincing information to 
the consumer. He wants to tell the 


possible buyer why he ought to make 
his purchases in one particular lumber 
yard. He wants to tell him all of the 
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In short, 
he wishes to secure his trade—he 


advantages that are offered. 


wishes to sell some lumber. A man 
goes to a certain place to buy lumber 
or threshing machines or cigars, be- 
cause he thinks that for one reason or 
another he gets better value or better 
service in that place than in any other 
place. If the advertiser expects to 
get business he must convince people 
that he has something unusual to offer. 
It may be that he carries a better 
stock of different kinds of lumber than 
his competitors. It may be that he is 
a little more careful in buying his 
lumber and that his stock is more uni- 
form. Or it may be that his delivery 
is more prompt. Perhaps his prices 
are just the same, but his lumber 
grades a little higher than similar 
grades elsewhere. 

It is possible that he may bea closer 
buyer in some instances than are his 
competitors, and so occasionally he 
can offer some little advantage in price. 
He must certainly have some reasons 
why he believes people ought to do 
business with him, and these are the 
things to tell in his advertising. This 
is all there is of it. The principal 
problem that any advertiser has is to 
tell his story so that people will believe 
it, and so that they will try him once. 
If he treats them well they will come 
back again. After the first purchase 
business depends on the advertiser's 
good behavior. 

++ 


READY-MADE ADS. 
(ia not write these ready-made ads. The; 
taken wherever they are found, and c it t is 
ven to the author when he is known. — 
—— of bright ads are solicited. 
address of the writer will be printed, th = 
ps Nn it to be.—C. A. B.] 





For a Laundry. 


SEND 
FOR US! 


Get your soiled shirts, collars, cuffs, 
etc., up in a bundle, and then send 
here! 

Our plant is as nigh perfect as money 

- and brains can make it. 

Finest machinery, perfect sanitary 
system, “‘ expert ” help, purest washing 
materials and prompt delivery mean 
but one thing—BEST WORK. 

If you care for this—but, of course, 
you do !—dropa postal and one of our 
wagons will call for your bundle. 


- 





_— 
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For an Optician—(By C. B. Pomeroy). 


Handsome Woman 


should take 
care of her eyes. The eyes are one of 
the marks of beauty, and without good 
eyesight beauty is of little consequence. 
Eyes of Beauty 

should also be eyes of strength and per- 
fect vision. 

Let Me 

See Your Eyes 
If there is any trouble with them I can 
correct it with perfect fitting glasses. 





For Pianos. 


The 

Prime Merits 
of the 
Blasius Piano 


are its wonderful 
durability and beautiful tone qual- 
ity. The soundest and most thoroughly 
seasoned materials are used in the 
construction of Blasius Pianos. The 
most meritorious improvements are 
embodied in their mechanism. You 
can try and hear one here at any 
time. Easy terms. 





For Carpets. 
The Best Quality 85c. 


TAPESTRY CARPET. 


—A glance will show its superior- 
ity. And atthe same time you'll 
observe the prettiness and origin- 
ality of the patterns, and the ex- 
quisite harmony of the colorings. 
soc. is the new price. 59c. 





For Bicycles. 


LIBERTY 


Wheels fulfill all the condi- 
tions for which they were de- 
signed. They are light, — 
are fast,they are strain proof. 
Price, $100. 





For a Painter. 


The Art of 
Carriage 
Painting 


has no such exponents in 
Washington as our corps of workmen. 
At our hands, rest assured, your car- 
riage will receive the best we have to 
give, both in the material and skill 
employed and in personal supervision 
of the work, Estimates on application. 
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For Watch Repairing. 


The Very Finest 
Watch Repairing 


Possible to secure—you’re as- 
sured of — if your timepiece is 
sent here to be repaired. Expert 
work only. 75c. for Cleaning or 
Mainspring. 





For Dentists. 
Painless 
Extracting. 


We pride ourselves upon our ability to 
SAVE teeth, but when it is necessary to ex- 
tract, we have the experts and the 4 agg 
to do it painlessly, quickly and safely. We 
use nothing but the purest and safest anzs- 
thetics. Our extracting experts are quick, 
experienced and careful. No failures. No 
bungling. Je can save you all of the 
pain and discomfort of extracting. Why 
not call and have our painless methods ex- 
plained ? ; 





For Men's Furnishing. 
Men’s 
Easter Gloves, $1. 


eWe've received our first ship- 
ment of Spring Gloves. They’re 
Adler’s, Dent’s and Perrin’s. 
That’s all we need say as to 
quality and style. Every man 
who’s ever worn these makes of 
GLOVES knows how well wear 
and taste arecombined. Adler’s 
Gloves, $1 up. 





For a Shirt-maker. 
Spring 
Shirt 
Styles 


can best be studied here. 
The goods we’re displaying this sea- 
son are the best—the bri Scestthe 
novelest creations to be found any- 
where. 

Let us measure you now, and you'll 
have the most perfect-fitting and 
most fashionable of shirts for the 

* coming season. 





For Sporting Goods. 


PLAY BALL! 


Time will quickly roll round. 
Team work will soon begin. Have§ 
everything go off smoothly this sea- 
son. Order your fittings and uni- 
forms early. And bear in mind that 
Spalding’s Sporting Goods are best 
the world round, and that we’re sole 
agents for the District. 
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The “Pace” that carried 
The World, Kansas City, to the 
front rank of Western journal- 
ism has not slackened. 

It is still pressing forward 
with tireless strides; and the 
advertiser who seeks to reach 
the buyers in Kansas City and 
the Southwest must include 
The World among the essen- 
tially important mediums to be 





THE WORLD, Kansas City. 
L. V. ASHBAUGH, Manager. 
cere 





A. FRANK RICHARDSON, 
New York, Chicago. 
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‘® Ever Onward : 
; and Upward ¢ 














, FIRST The year just closed was 
\ IN ALL THE News. the most prosperous we “ 
have ever experienced. We D 
g FIRST promise that during 1896 , 
Tue PittssurG Times will 
‘ IN GENUINE CIRCU- . a be , 
LATION. be brighter and more at- 
¢, 
tractive than ever. In se- D 
. FIRST lecting your advertising me- 4 
d IN PRESS FACILITIEs. diums for the new year do ) 
\ not overlook us. Ask any 
FIRST of our regular advertisers D 
'. about the merits of our ad- “ 
AS AN ADVERTISING os 
‘ vertising columns. We 
MEDIUM. D 
\ cover an area embracing 
2,000,000 people every D 
* FIRST morning, and our circula- , 
IN THE HOMES OF__— tion is the largest. Our 
NEWSPAPER READERS rivals concede this fact. . 


KELATVNS 


The Pittsburg Times. 
FULWGUES 


PERRY LUKENS, Jr., 


EASTERN MANAGER, 


New York Orrice: © ba - Room 74, TRIBUNE BUILDING. 


ShhOKS 
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“The Paper that the people will buy and will 
read is the kind of a paper the advertiser 


wants to do business with.” 


TH#t-— 
HELENA 
INDEPENDENT 


is made for and read by the educated, | 








prosperous people of Montana—the people 
of this treasure State have money to 
spend; the wealth producing mines, rich 


valleys and energetic population make this 
a profitable field for the advertiser’s con- 
sideration. 


The circulation extends over the entire 





State and is guaranteed to be 
B35 reo 


Copies of the paper and prices for 
space upon application to 


H. D. LA COSTE, Eastern Manager, 
38 Park Row, NEW YORK. 
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The Best of Its Class 


In Printers’ Inx, for March 18, 1896, this 
advertisement appeared : 





AMERICAN NEwSPAPER DIRECTORY FOR 1896. 


If you wish a copy, and will send the order now, 
accompanied bya check or Post-Office order in pay- 
ment, you may deduct 10 per cent from the price 
($5.00) in consideration of the advance order and 
advance paymenrt. 

The book will be ready in May, and will be 
delivered to subscribers, carriage paid from this end. 

Any suggestions from an advertiser pointing 
out changes in the method of publication, calculated, 
in his opinion, to produce a better book, will be 
greatly appreciated by Gro. P. Rowe. & Co., 


Publishers of The American Newspaper Directory, 
No. 10 Spruce St., New York. 





The first order that came in response to this 
advertisement was the following: 





OFFICE OF STANLEY DAY, GENERAL NEWSPAPER ADVERTISING, } 
New Market, Middlesex Co., New Jersey. }§ 
Messrs. GEO. P. ROWELL & Co.: 
Gentlemen—Cash discounts are what I’m after. Your ten per cent prompts me to send a check 
for Few for the American Newspaper Directory for 1896, 
he only suggestion I could offer to improve the work, which is the best of its class, would be an 
earnest appeal to publishers to comply with your requirements, which would secure them a 
legitimate rating, proving a great boon to all parties interested in honest circulation, which is the 
aim of The American Newspaper Directory to accord. ours wed, an EY DAY 


No, 14016 _ Plainfield, N. J., March, 1896, 




















e *» 
< 7. THE FIRST NATIONAL BANK 
: : OF PLAINFIELD. 
< < || Pay to the order of GEO. P. ROWELL & CO. 
4, a 
= z Four 50/100 00 a + 
7 |) $4.50/100 STANLEY DAY. 








The offer is still open, and hints how the book 
may be improved are still desired. 
Address GEO. P. ROWELL & CO., 


Publishers of The American Newspaper Directory, 
No. 10 Spruce St., New York. 
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CHARLES AUSTIN BATES, ON 
THE “EVENING POST.” $#$%% 


HAT strikes me first about 

the New York Evening 
WS, Post is the excellent typog- 
raphy. The ads always 
V look nice and clean and 

easy to read. 

Everybody that knows anything about 
the sata Post knows that its reading 
matter is absolutely reliable. When you 
feel that way about the reading matter, 
you feel the same towards the ads—you 
cannot help it. The make-up of the 
Evening Post is good for advertisers. The 
paper t é amvanety onan and 
easy to read is a good paper for advertisers. 
—— ng . ar readers of 
the Evening Post, ighty per cent. 
read the 8 this a greater 
percentage any er newspaper 
printed in New York. The Evening Post 
readers are a class distinct by themselves, 
and when you advertise in the Evening 
Post you know what you are reaching. 
The Evening Post is a paper for e 
who are wins to pay a fair price for 
the best goods and the best service.¢ They 
would rather have what they want than 
have a bargain in something they don’t 


want.” 
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“THE ITEM” did it. 


Letter From Lit Brothers on their use of 
The Philadelphia Item As an Ad- 
vertising Medium. 








“The Splendid Results’? Obtained Have Proved «In a 
Very Practical Manner” The Item’s Value 
and Importance. 





Lit Brothers have taken a prominent place among the progressive business 
men of Philadelphia. They have pushed forward by hard, conscientious and 
intelligent work. Conspicuous among their aims is the effort to give the 
public the best grades of goods at the lowest possible margin of profit. They 
buy stocks of goods in bulk, for cash, and can therefore make extensive cuts 
in prices. It isa question of price with every buyer. Next in importance to 
making cuts in prices, is to give such facts the widest publicity. This public- 
ity is best obtained through the paper that reaches the greatest number of fam- 
ilies. Lit Brothers now add their evidence to the universal opinion, that the 
Philadelphia ITEM reaches everybody; not one class alone, but all classes ; 
and that it is a particular favorite with the ladies, going directly into the 
Home Circle. 

Advertisers are often slow to realize that men make the money, and women 
spend it! Therefore, the paper that is read by the women, and is a special 
favorite with them, possesses exceptionally advantageous characteristics. 
Other papers have struggled to reach such a position—THE ITEM has held it 
undisturbed for many years. 

Appended is the letter of the Messrs. Lit, which was sent to THE ITEM 
office voluntarily: 


LIT BROTHERS, 
Corner Market and Eighth Streets. PHILADELPHIA, March 9, 1896. 

MANAGER THE ITEM: Weare sending you tu-day copy for our half- 
page advertisement, which we wisk continued. 

In simple justice to THE ITEM, we feel constrained to say that our pre- 
vious half-page advertisements have been productive of results far beyond our 
most sanguine expectations, which fact demonstrates to us that in not pursuing 
our present policy of using THE ITEM as an advertising medium, we have 
hitherto made a mistake, which we are giad to he able to rectify. 

You will find us good customers in ‘he future, as before stated. The 
splendid results we have had through THE IT2M prove in a very practical man- 
ner that our business would have been even la:ge~ than it is had we used 
Tue ITEM more freely as a channel of advertising our goods. 

Wishing you all success, we remain, yours very tru! 


y, 
LIT BROTHERS. 





THE S. C. BECKWITH SPECIAL AGENCY, 
SOLE AGENTS FOREIGN ADVERTIS!NG, 
Tribune Building, New York. The « Rookery,’’ Chicago. 
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DO YOU ADVERTISE? 
IF SO—WHY? 


Surely not to see your name in print. Not because it’s the 
custom. Not, particularly, because your competitor does. Not 
because some one has told you that it will do you good. Not be- 
cause you have read in some advertisers’ journal that it’s the proper 
thing to do. 

NO! For neither of the above reasons, but simply because 
you know that fabulous wealth has been attained through the 
judicious use of printers’ ink, Because you are satisfied if every 
Ten Dollars spent in Newspaper advertising will bring in Ten 
Dollars return, for even though your returns only equal your out- 
lay you realize the fact that you have invested Ten Dollars in the 
building of your reputation, which is as much your Capital as is 
your Bank Account. Can you not then recognize the value of the 
advertising medium which not only brings in returns to the amount 
of the investment, be that investment a Ten or ten times a Ten, 
but in addition will positively bring trade to your store that will 
buy once and buy again. Such an ‘advertising medium” is the 


DENVER 
REPUBLICAN 


A paper that is read in Colorado, Wyoming and New Mexico, 
and above all a paper that has the confidence of the reading public. 
Can you afford to forget that the DENVER REPUBLICAN has a 
circulation of over 20,000 copies daily, meaning a circulation 
among the masses estimated at not less than 100,000 daily. 

It will pay you, and pay you well, to consider the above facts. 
For further information and full particulars consult 

\ 


The S. C. Beckwith Special Agency, 
Sole Agents Foreign Advertising, 
The Rookery, Chicago. Tribune Bldg., New York. 
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OUR _TEAPOT 


IT 1S SOLID SULVER-- SILVER--STERLING. 


What is it for? 

We will tell you. This is it. In every issue of PRINTERS’ INK there 
appear‘ a good many pretty poor ads and a few good ones. 

e good ones bring profit to the advertiser and cause his face to be 
wreathed with smiles. 

The poor ads cost just as much, but produce less result, and induce a loss 
of faith in the value of advertising. 

This is all wrong ! 

We want more good advertisements. 

The way to mall & qond advertisement is to try to make a good one—try 
hard. 

To encourage good advertisements, we will, early in May, send this 
Solid Silver Teapot to the advertiser who has the best advertisement in 
PRINTERS’ INK during the month of April. 

Early in June, another PRINTERS’ INK Teapot will be sent to the adver- 
tiser who has the best advertisement during May. 

In July another. In August another, and so on. 





THE PRINTERS’ INK TEAPOT. 
April, 1896. 
We invite our readers to scan the advertisements, select the best and fill 
out the voting coupon, and send it in—addressed to PRINTERS’ INK. 
As a reward to the voters we will give a coupon good for a year’s sub- 
scription to PRINTERS’ INK to each voter who happens to vote for the adver- 
tisement that is deemed the best. 


VOTING COUPON. 


In the opinion of the undersigned, the best, that is the most effective, advertisement in 
Printers’ Ink, issue of April ist, is that of 








appearing on page— 





Name of voter. 





Address of voter. 








April 
4 Date. 


~~ Voting Ce Coupons, properly filled, should be addressed simply 
PRINTERS’ INK, 10 Spruce St., New York. 
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The Best of the New States is 
WASHINGTON, 


Because Nature has done most for it. 
The Best City in Washington is 
TACOMA, 


we 


The Most Factories, 

Best Railroad Terminals, 

A Line of Trans-Pacific Steamers, 
Biggest Wheat Warehouses. 
Largest Coal Bunkers, and 


Because it has the largest 
Local and Ocean Trade, 
: Most Progressive People. 


4 


The Best Newspaper in Tacoma is 


ero THE LEDGERoae 


It has the Best Equipped Office 
in the State. 


Prints the Most News, and has the Largest 
Circulation. 


Everybody Reads it. 








The Rookery, Chicago. 
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The S. C. Beckwith Special Agency, 


Sole Agents Foreign Advertising, 


Tribune Bldg., New York. 
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H. L. PITTOCK, Manager and Treasurer 
0. W. SGGTT, Gier . we we eo wo se 


DAILY .- SUNDAY .- WEEKLY Editions 


| 


OREGONIAN 


PORTLAND, OREGON 
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pone a Radical Reduction 
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Advertisers To-day are Reaping the Results 


.ethe.. THE OREGONIAN is publishing 25 
per cent more news now than it 

Record ever gave to its readers before 
(THE OREGONIAN’S increase in cir- 
culation during the past eight 

° months has been phenomenal 
THE OREGONIAN is the only paper 
of general circulation in a field con- 

taining over 1,000,000 people. 


The hard times have firmly entrenched 
THE OREGONIAN in its position as the 
one great paper of the North Pacific Coast 
States 

E. G. JONES 


IN CHARGE OF ADVERTISING 


The S. C. BECKWITH SPECIAL AGENCY 


EASTERN REPRESENTATIVES 


Tribune Bidg., New York The Rookery, Chicago 
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A Good 
Balance ; 





is always desirable both 
for the juggler and the 
books of account. The 


Street Cars of 


oe 
nee 


Denver 


are now way up-to-date 
in the appearance of their 
advertising racks. Acon- 
dition never before known. 


Write Us for Rates, 


details and list of lines. 
| We control all cars in 
it Denver. 


























Geo. Kissam & Co., 


Rooms 37 and 38 Railroad Building, 
1515 Larimer St., Denver, Col., 
253 BROADWAY, N. Y. 
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is a great thing, but a ‘‘ long 
head” is better. Long-headed 
men go into good things, espe- 
cially in the advertising line. 
They know the value of tried 
mediums. Among the very 
best is 


Street 
Car 
Advertising. 


But you want it rightly done; 
rightly conducted; rightly 
placed, and of the ‘‘ kind that 
pays.” Drop us a line for list. 


& 


_ Geo. Kissam & Co., 
| 253 Broadway, N. Y. 
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Do 
You 
A-spire 
to Rise in 
the World? 





’Tis easily done if you have a good article 
. that people need. All you . 
. want is publicity of the right . 
. sort. The kind that pays. . 
- ae re og 


STREET CAR 
Advertising 


Will ‘‘do the trick” for you. 
Send to us for details and rates. 


leo 


i George Kissam & Co., 


253 BROADWAY, New York. 
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, Chasing 
Butterflies 


brings very few results—the same | 





thing applies to the man who 
wastes his time and money in 
poor mediums of advertising. 
Among those of known, intrinsic 


merit 


STREET CAR 
ADVERTISING | 


is in the top rank. Why not 











invest your money in a good 


thing and get a return from it? 





We'll show you the way. 





GEO. KISSAM & CO., 


253 Broadway, New York. 
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Mie 


“april Fool” 


The foolish advertiser puts his appropriation. into 
the hands of an incompetent, ill-equipped agency, 
and imagines that he ‘‘ has a string on it.”” Cash is 
a hard thing to get, and no one should let go of it 
easily. He should know whose hands it is going 
into, how it is to be handled, and whether there is 
any reasonable chance of his getting it back again. 

For thirty years we have been making money for 
our clients. For thirty years, we have been hand- 
ling big and little advertising appropriations. The 
man who puts his money into our hands gets the 
full worth of it in good advertising—profitable ad- 
vertising—cash. 


The Geo. P. Rowell Advertising Co., 
10 SPRUCE ST., NEW YORK. 
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